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NEW ROOFING Stops Leaks In Sales! 


_— new U-S-S StormSeal Roofing 


isn’t just another metal roofing 





a 





sheet with a fancy crimped overlap. It 
is specially designed to stop trouble- 
some end-lap and side-lap seepage—to 
resist strong winds. It combines ali the 
regular advantages of steel roofing with 
new features that make it truly leak- 
proot. 

StormSeal stops leaks in sales, too. For 
it provides the positive protection your 
customers want. It stops their “shop- 
ping around” and keeps sales right in 
your store. 

Write us, or get in touch with your 
jobber at once. Ask for the self-explain- 
ing StormSeal samples. Then show your 
customers the leak-proof StormSeal 
features and you'll boost your sales. 
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THE WOOSTER BRUSH CO. 













SELL 


THIS ANGLE 










FOR 


MORE SALES - EXTRA PROFITS 


Be the first in your community with 


WOOSTER'S 


NEW ANGULAR BRUSHES 


All you dealers remember how sash painters raved last spring 
when Wooster introduced its now famous line of Lindbeck 
Angular Sash Tools. 

Again this fall Wooster has done another wonder job. The 
same scientific angular bristle head has been adapted into 
two new lines of finishing brushes . . . Wooster Black Angulars 
and Roman Angulars. And what swell finishing brushes these 
new numbers are... full of new advantages that painters 
are quick to appreciate. 

This new exclusive Wooster sales angle spells another big 
brush boom. So hurry... don’t miss one sale... write your 
Wooster jobber today for an assortment. 


‘ 





°* WOOSTER, OHIO 


SELL THIS 


“HE-MAN" 


RUST-PREVENTER 
AND LUBRICANT 


Packed in Handy 


Tubes to retail at 


10° 
15¢ and 25¢ 


Also in 34-pt., pt., qt. and 
gal. cans to retail from75c 
to $6. Sample on request. 


This amazing oil has body...it has film strength... staying power... 
remarkable attraction for metal and great covering ability. It will stand 
right up against the attacks of rust and friction and cant them! 

YALE OIL gives real protection—and gives it far longer than ordinary 
oils. It is ideal for guns, reels, bicycles, electric motors—all general rust- 
proofing and lubrication. 

Take advantage of our national advertising in The Saturday Evening 
Post, Sportsmen’s magazines, and other magazines reaching millions. Dis- 
play YALE OIL, recommend it to your customers. It will live up to every 
claim made for it—and it will repeat! 


THE YALE & TOWNE MFG. CO. 


220 HENRY STREET ° STAMFORD, CONN. 
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Have you heard what G-E is doing to promote the Sergeant 
this Christmas? Thirty-three and one half million advertise- 
ments will explode between November 11 and December 11. 
Think of it—for a solid month there'll be 400 consumer 
impressions every time your heart beats! Smart dealers everywhere 
will tie in and cash in on this tremendous consumer smash. 
Never before has G-E put on such a Christmas drive. And never 
before has G-E had such a fine line of low-priced clocks to offer. 








RETAIL 





The Sergeant leads this dress parade of G-E electric clocks, its 
handsome moulded plastic case available in either black or 
ivory finish . . . . with plain or luminous dial (Model 7H-94-L). 
The four other models in the line include a clock for every 
room in the house... priced low for quick turnover. 

Order the introductory assortment** now and be ready with 
G-E electric time when Gift time comes! General Electric Co., 
Appliance and Merchandise Dept., Bridgeport, Conn. 














PRODUCT! 


G-E SERGEANT 
SELF-STARTING 
ELECTRIC 















** 
ASK YOUR G-E DISTRIBUTOR ABOUT THE NEW FREE WINDOW DISPLAY a ae ont 
1 7H-94 Sergeant Alarm, ood .$2.95 
1 7H-94 Sergeant Alarm, ivory.. 3.50 
1 7H-94-L Sergeant Alarm, black 
(Luminous dial). . cue. SS 
1 7H-94-L Sergeant Alarm, ivory 
(Luminous dial)............ 4.50 
1 7H-78 Acorn Alarm, brown... 3.95 
GARCON ACORN ITHACA DUNCAN 1 2H-08 Garcon Kitchen Clock.. 3.50 
$3.50 $3.95 $2.95 $4.50 Buy these 6 clocks, plus 
* Kitchen Alarm Occasional Occasional Pe pod for only . . - $14.82 
Clock Clock Clock Clock : ell them in no time at all for. . . 22.35 
Pocket this gross margin. . $ 7.53 


33144 MILLION 
ADVERTISEMENTS 
IN A MONTH! 
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Take this with you, Son 
and get the same kind 


EPEAT customers are what every merchant wants to build up a steady, 
dependable business. The Bethlehem labels on bolt, nut and washer cartons 
help promote repeat orders. They are bright, attractive and easily remembered. 
Even more important in building repeat business is the quality of Bethlehem 
Bolts. The user remembers the clean-cut, smooth-fitting threads, and the sure 
grip the heads and nuts afford to wrenches. He’ll call for them again. 
Ask your distributor about this attractively packaged line of good bolts. 
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free Counter Display Dispenser 


Here’s the new sensational RAY-O-VAC dispenser that 
automatically merchandises RAY-O-VAC Armored Top 
flashlight batteries, multiplies sales by compact and 
compelling colorful display. 


The unit package of 48 RAY-O-VAC Armored Top Flashlight Batteries including 
two counter dispenser—cost $3.12, retails $4.80. Order from your wholesaler. 


The Swing is te 






RAY-0-VAC COMPANY - MADISON, WISCONSIN 
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“Good “Buildings “Deserve Good Hardware’’ 



































WHY ‘CORBIN’ SPELLS ‘PROFITS’ 





Everyone recognizes the Corbin name — knows it 

stands for the highest quality of material and manufac- 

- ture. The Corbin Line is complete. It meets every 

customer need, at any price level. Corbin dealer helps 

are outstanding in their display and selling value. Cor- 

bin is a good house to do business with, as every Corbin 
dealer knows. 


These are the points that make the Corbin Line so 
profitable. More sales in less selling time — more satis- 
fied customers — more repeat business. 


The Corbin Night Latch is a good example of the quality and craftsman- 
ship built into every Corbin product ...a Night Latch that will give a 
lifetime of dependable service and satisfaction to your customers. 


Pp & F. CORBIN 


SINCE 1849 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO 
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Advance Notice! 


of Good Business Next Spring 


We’re giving you plenty of advance notice on 
these new bright, colorful sturdy Garden Tools. 
Full of eye-appeal, they mean business for next 
Spring. 

Tear out this page. Put it in your ““Want Book” 
now. Your jobber will take care of seeing that 
you are ready for good business in Garden Tools. 


THE STANLEY WORKS, NEW BRITAIN, CONN. 


Pi! 


STANLEY DeLuxe 
GARDEN TOOLS 


(All Steel) 






























Chromium Plated with Bright 
Red Tips. To meet an active de- 
mand for a fine line of all steel 
Garden Tools. 

Four tools: 7041CM Trowel, 
7042CM Spading Fork, 7043CM 
Caltivator and 7044CM Trans- 
planter. 

Set of four (7040CM) is 
packed in colorful display hox 
which says “Buy” to every gar- 
den lover. 

Separate tools packed '/, doz. 
in box. 





STANLEY Standard GARDEN TOOLS 


(All Steel) 


Already a proved “Best Seller” Four tools: 7041 Trowel, 7042 
at a new popular price. Handlesare Spading Fork, 7043 Cultivator and 
finished in baked enamel in various 7044 Transplanter. Set of four 










colors. Blades or tines are of natural (7040) packed in colorful display 
colored, highly finished steel, pro- box, same as the chromium plated 
tected by coating of clear lacquer. De Luxe line. 


STANLEY 
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Let This New Light Give You 


A ip new Bond FIXT-FOCUS spotlight is 

the last word in beauty and perfection of 

service. Its unique coloring—the gleam of its dif- 

ferent “Sunset Finish”—creates quick desire to own it. 

Its new standard of service—the finest extra-range clear 

beam for practical long distance use, combined with an in- 

direct serviceable floodlight for close range—makes it a “stand- 
out” for service. 


THIS FIXT-FOCUS SPOTLIGHT 


gives you a distinctive item: To build steady quality flashlight busi- 
ness. To get special Christmas gift volume with your customers 
who seek definite quality at moderate price. 


BOND SPECIAL COMBINATION OFFER No. 577 


brings you this key to leadership. It includes six 2-cell Sunset Finish 
Fixt-Focus spotlights in attractive Si-Me counter display; three 
3-cell Fixt-Focus spotlights in new Jadder display; 48 Bond Super 
Service Safety Seal Mono-cells in colorful display container. 


PLUS _—FREE 40 x 26” full color eye-stopping special Fixt-Focus 
window display and Special 10 x 15” color card on batteries. 


Retail value of this Combination Offer . .. . . $15.75 
Dealer's Suggested Cost—$10.24 Your Profit—$5.51 


(Bond) 
FIXT-FOCUS SPOTLIGHT 


WROWS 4 SHARPLY DEFINED 
PaWER SPOT 


BOND ELECTRIC CORPORATION NEW HAVEN, CONN. CHICAGO, ILL. - SAN FRANCISCO, CALIF. 
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KEYSTONE HAND SAWS 
MADE BY DISSTON 


made in the Disston plant under 
supervision of skilled saw-makers 
who have helped build Disston 
prestige in the saw industry. 
Etched with the name DISSTON. 


K-1 Leader—Straight 
Back; Hardwood handle, 
stained and weather- 
proof finish, 26” length 
retails at $1.00. 


K-2 Speedster—Skew 
Back; Hardwood handle, 
cherry color, weather- 
proof finish, 26” length 
retails at $1.25. 


K-3 Pacemaker—Skew 
Back; Hardwood handle, 
mahogany color, weather- 
proof finish, 26” length 
retails at $1.50. 


K-4 Air Master—Skew 
Back; Thin back; Teeth 
bevel filed; Hardwood 
handle, gun metal finish, 
carved grip, weather- 
proof finish, 26” length 
retails at $1.75. 


K-5 Defender—Skew 
Back; Thin back; High 
finish; Teeth bevel filed; 
Hardwood handle, 
brown finish, carved 
grip, weatherproof 
finish, 26” length retails 
at $2.00. 


K-6 Challenger—Skew 
Back; Taper ground; 


Extra high finish; Hard- 
wood handle, full carved, 
brown color, weather- 
proof finish, 26” length 
retails at $2.35. 


K-614 Challenger — same 
as K-6, except Straight 
Back, Lightweight (ship 
pattern), 26” length re- 
tails at $2.35. 





on these popular-priced 

Display 1s black lacquer finish wO 

ix 26" KEYSTONE made by 
ws. Yellow and black display cards 
“lock” display in rigi on. Colorful eye 
custo oint of sale. 
keystone-shape; easily read 
selling story 0 saw; offers 
aw, ool and File Manual 


app 


ter Hand Saw sales through 
se quick-delivery coupon. 


HENRY DISSTON & SONS, INC.. PHILADELPHIA, U.S.A. 


When you buy this KEYSTONE Hand Saw 
Display Stock . - - here is what you get: 


Sells Retail 
‘or: Value 


. $1.00 
, tae 
. 6.00 
, 2.50 
: tee 
, 2.00 


2.39 


2.35 ea. 2.35 


12 KEYSTONE Saws, total selling price- .$19.20 
Display material: iw display stand; 3 yellow and black 
display cards; price tag OF every SaW- 
Complete stock (12 saws) consumer value of $19.20, sells ~& 
to Hardware Merchant for $12.80; leaves margin of $6.40- n TO: 
Weight of complete stock ‘package, 23 pounds. F 4 —o HENRY DISS 
Oe & SONS, INC., ae 


Large illustration shows one side of Pd 
display with K-6, K-5 and K-4 Saws- PHILADELPHIA 
P . 2. oe 


Small ill stration shows other side Fi 
enall_ illustesece2 and Kl Saws PM 0 the hardware jobb 
: c 
clow, give us quick delivery 


2 Fa oe Ps oo Stock of 12 Keys 
ra \ OG 1 Strai isplay Material. aon ee 
Pd Q back is wanted traight-back, instead of ri 2.58) 
wetter ? , check here __ of K-6 Skew: 
? . a Your Name ’ 
4 @ Address 


Jobber’s Name 
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SCREWDRIVERS CHISELS and GOUGES 





Union Hardware “Champion” Screw Drivers are made 
from tough forged steel with a blade so secured that it 
cannot possibly turn in the handle, Blades are perfectly 
tempered and tested to split a screw head. 


1. REGULAR Pattern in 10 sizes. Blade length 2%” to 12”. Length 
overall 6%" to 18%". Diam. 3/16” to 7/16”. 


2. CABINET Pattern in 8 sizes. Blade length 2%” to 12%”. Length 
everall 6%" to 16%”. Diam. 3/16” in all lengths. 


%. SPECIAL Pattern in 2 sizes. 14%” and 154” blade lengths. Length 
overall 5%" and 7%”. Diam. 3/16” and %4”. 


4. ELECTRICIAN Pattern in 8 sizes. Blade length 2%” to 12%”. 
Length overall 6%” to 16%”. Diam. of blade 3/16” in all lengths. 


5. MACHINIST Pattern in 5 sizes. Blade length 12” te 30”. Length 
overall 21%” to 40%”. Diam. of blade %” in all lengths. 


Union Hardware Chisels and Gouges are made of the finest 
tool steel—rust resisting—tempered by experts. They 
cut keenly and smoothly—are known to tool users for 
their ability to hold a cutiing edge. Chisels are available 
with plain or bevel edges and plain or leather tipped 
hickory handles. Sizes, 4%, 4, %, %, %, %, %,1,1%, 
1%, 1%, and 2 in. Socket Firmer Pattern shown right. 
Also Socket Firmer Cabinet, Socket Pocket, Socket Butt 
and Socke: Framer Patterns, Socket Firmer Gouges (ex- 
treme right) available with outside or inside bevel. Size 
range same as for Socket Firmer Chisels. 
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There's sound construction 


? behind UNION HARDWARE 


TOOLS 


It requires more than glass blocks and carved 
stone to build today’s towering skyscrapers; 
and by the same token it takes more than fancy 
trimmings and a high polish to make depend- 
able tools. In either case it’s sound construction 


behind the surface that counts MOST! 


Today, as always, quality knows no substitute. 
Tool users still need and demand reasonably 
priced products built for long-lasting, high- 
calibre performance. Meet these requirements 
of your customers and keep them coming back 
by selling UNION HARDWARE Chisels and 
Screwdrivers. Let UNION’s reputation for sus- 
tained quality—built up over three quarters of 
a century—help YOU to more tool profits this 
season. Arrange today to stock or replenish 
UNION HARDWARE Chisels and Screwdrivers. 
Ask your jobber. He can supply you. 

Write for your copy of the latest UNION HARDWARE Tool 
Catalog. It describes, in addition to chisels, gouges and 


screwdrivers, other popular tools manufactured by UNION 
HARDWARE COMPANY. 





HARDWARE COMPANY 
aw EVE &Y 


AEC US PAT OFF ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE IS|TCHAMBERS STREET 
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SIGNeIT ASSURES 


YOUR CUSTOMERS DEMAND 
QUALITY ¢ SERVICE « APPEARANCE 
The Complete Sterling Line... : 


Poultry Netting e Hardware Cloth e Nails, Staples& Brads e Woven 
Wire Fence oe Ornamental Fence e¢ Smooth Wire eo Barb Wire 


tee ‘osts e Corn Cribs eo Bale Ties * 


NORTHWESTERN STEEL & WIRE COMPANY 


Incorporated - Noxthwesteen Barb Wire Company -1879 
STERLING, ILLINOIS 
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ER AND 
WASHER a 





OCTOBER 23 to 29 
will be the big 


WASHER WEEK 


OU most likely will have a full line of electric washer models on hand — 

but you are not “really” ready to cash in on this big promotion unless you 
also have Gas Powered Washer Models on display — ready for demonstration. 
A “big” opportunity for volume washer sales today is on gas powered models 
to farmers — and here briefly is why: 


@ Farmers now have ready cash to spend. 


@ Farm women need power washers for large, heavy washings week 
after week — to eliminate hard work — to save time. 


@ There are fewer power washers on farms, which means better 
sales possibilities. 


@ Most sales to farm homes are clean sales — little or no trade-in 
problem — which helps your profit. 


@ Therefore farm homes are your best market — the most prospects 
with the ability to buy — the need to buy — ready to buy. 


Invite all your farm prospects into your store —- and have gas powered washer 
models on your sales floor ready for demonstration. 

You'll find that 5 out of 6 farm power washer sales will 
be gasoline powered models — with sales coming faster and 
easier if the models you sell are powered by Briggs & Stratton. 


Make Every Week A Volume Week 
By Always Featuring Farm Washers 


e e e 
Farmers know Briggs & Stratton Gasoline Motors — accept them as 
their guide when purchasing any small gasoline powered equipment, 
tools, or home appliances. Over a million in farm use testify to 
their dependability — their economy — their durability. B 























RIGGS & STRATTON 


' GASOLINE 
Qi 
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Informal Editorial Comments 





HURRICANE :— 


A large part of the northeastern 
corner of the United States suf- 
fered severe loss of life, limb and 
property on September 21 when a 
hurricane that missed Florida 
struck the middle of Long Island 
and worked its way north causing 
great destruction, followed by 
ruinous floods. This entire area 
was literally strewn with trees at 
every turn, uprooted and split by 
the great force of the 80 to 120- 
mile gales that rode the hurricane 
period. Travel was suspended, 
communication difficult and pow- 
er lines and lights missing for two 
or three days. Many New England 
hardware factories were flooded or 
otherwise damaged during the 
storm and many hardware men’s 
homes and property suffered, but 
as yet no reports indicate any loss 
of life in the hardware ranks. 
When the storm was over and the 
rehabilitation work had been start- 
ed it was the wholesale and retail 
hardware distributors who again 
rendered yeoman service, furnish- 
ing all available supplies of axes, 
picks, heavy duty saws, hand saws, 
nails, wire, tools and _ roofing. 
There are many instances where 
hardware dealers have not closed 
their stores for six or seven days, 
serving their communities’ needs, 
night and day, and may I proudly 
state without a single charge of 
profiteering during the entire dis- 
tressed period. Many salesmen 
caught in the storm found them- 
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selves marooned for two or three 
days, unable to get proper food 
or to make any arrangements for 
transportation. Seymour Sears, 
well known among eastern hard- 
ware salesmen, had some interest- 
ing experiences during the storm 
period. Elsewhere, in this issue 
is a brief letter from him. Other 
details are being gathered and will 
be published as obtained. 


BUILDING COSTS:- 


Building new homes and repair- 
ing and modernizing old ones 
costs 7 cents less on every dollar 
for the materials than it did a 
year ago. Our Washington office 
gives us this information and says 
“the National Retail Lumber Deal- 
ers’ Association, basing the state- 
ment on a nation-wide analysis by 
the Labor Department of building 
materials costs through the month 
of August, said that the cost of 
building materials are at their 
lowest level since the fall of 1936 
and that the steady decline in the 
cost of building materials, which 
began in the spring of 1937, has 
continued from month to month 
right up to August, when a ten- 
dency to level off was noted. The 





by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


index figure, based on the 1926 
average of 100, stood at 89.4 for 
August, 1938, as compared with 
96.3 for August a year ago. This 
years August average is a frac- 
tion of a point over the July aver- 
age of 89.2. During August, the 
Labor Department reported, the 
average single-family home cost, 
exclusive of land and brokers’ 
commissions, $4,028, as compared 
with $4,178 a year ago. For the 
first six months of 1938, the aver- 
age cost was $4,103 as against the 
1937 average of $4,352. The asso- 
ciation attributed this drop to the 
lower costs of building materials.” 


PATMAN BILL:-— 


Several state retail hardware 
groups and the N.R.H.A. have 
heartily approved Representative 
Patman’s proposed anti-chain store 
bill which he will introduce in 
Congress this January. A “battle 
royal” may be expected as the chain 
store groups are seriously worried 
about Mr. Patman’s previous suc- 
cess in getting legislation passed 
and know that his latest proposed 
chain store bill would curb if not 
completely cripple the chain store 
system. The opening gun is an 
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To get profits you must have trequent “turn-over.” Frequent 


“turn-over” necessitates a minimum stock — well assorted — 
without duplication. 


We venture to say that, in the ordinary stock of Builders’ 
Hardware, you will find many duplications due to the fact that 
but few labels tell the story at a glance. 


RUSSWIN'S copyrighted Bar Label acts as a “Stop, Look 
and Listen” sign. It tells the story briefly and accurately. 


The article, its number and finish are clearly indicated. In 
addition, the color tells you, at a glance, of what material the 
goods are made. Bronze sets, RUSSWIN labeled, are never to 
be found in the bronze-plated stock; there is no possibility of 
their being sent out —and billed—as bronze-plated sets. 


The RUSSWIN label fairly shouts aloud the error. 


Confusion, duplication and errors are reduced to a 


minimum. 


A Builders Hardware section in your store, neatly and 
orderly arranged, with intelligent labels that talk to your clerks, 
will make money for you. 


DID YOU EVER GET THIS SLANT? 


RUSSELL & ERWIN MFG. CO. 


The American Hardware Corporation, Suecessor 


NEW BRITAIN, CONN. 
New York 
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advertising campaign of the Great 
4 & P chain system which frankly 
admits worry, which it says, in 
the ads, is worry for the consum- 
ers and the 85,000 A & P em- 
ployees who would be unemployed 
very shortly should this Patman 
legislation become a law. Edi- 
torial opinion of newspapers and 
magazines carrying this message 
has been in opposition to Mr. 
Patman’s new bill as have been 
many ostensibly disinterested 
analysts. It is the plan of A & P 
to promote this message directly 
at the public, among farmers and 
the organized labor union groups. 
If the hardware dealers and other 
independent retailers are serious 
in their support of this measure 
they better get prepared for a real 
fight as strong opposition is mar- 
shalling its forces and resources 
to give Mr. Patman a licking— 
which, by the way, would be his 
first serious set-back since he be- 
gan championing the cause of the 
independent merchant. 


MAIL ORDER 
COMPETITION:— 


From a reader in Illinois comes 
an interesting story on meeting 
mail-order competition strictly on 
its own grounds. This reader 
writes: - 

“A farmer came into the store 
of an implement and hardware 
dealer in Flanagan, Ill. to pur- 
chase a bearing for a mowing 
machine. The price of the bear- 
ing was 55 cents. The farmer 
claimed he could get it from a 
Chicago mail order house for 
41 cents. The sales clerk pro- 
ceeded to show the customer 
that by the time he added the 
cost of a letter and money order, 
to get the order in, and postage 
on the merchandise, his cost 
would be 51 cents. The farmer, 
still grumbling about having to 
pay the extra 4 cents, was over- 
heard by the manager, who 
took charge of the customer and 
agreed to furnish the bearing 
for 51 cents. The farmer handed 
over the money and the sale 
was rung up on the cash regis- 
ter. The manager proceeded to 
attend to other matters and ap- 
parently considered the deal fin- 
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“If you know where you want to 
go, people let you pass through. The 
crowds of undecided give way for 
you. 


“If you don’t know, you will get 
bumped this and that way. The fixity 
of an idea is everything.” 


—James Hendrickson 
Printer-Actor 
Peekskill, N. Y. 





ished. After some _ hesitation 
and uneasiness on the part of 
the farmer, he said he would 
like to have the bearing now 
and take it on home with him. 
The manager said, ‘Oh, no, you 
will have to wait four days for 
it as you would have done if 
you had bought it for 51 cents 
in Chicago.’ The farmer was 
thus made to realize what it 
meant to have the part in stock 
for quick delivery, and laugh- 
ingly paid the additional 4 cents 
and took the bearing home with 
him.” 

This is not the first time that 
this same type of strategy has been 
used successfully and I sincerely 
hope it won’t be the last time 
either. Often there is much de- 
lusion regarding the price benefits 
that the mail-order houses have to 
offer and a simple presentation of 
facts, such as was used by this 
Illinois dealer, will help put the 


situation in the true light. 


1939 NRHA 
CONGRESS :- 


The 1939 annual congress of the 
National Retail Hardware Associa- 
tion will be held at the Nether- 
lands-Plaza Hotel, Cincinnati, 
Ohio, July 17 to 21, 1939. The 
advance slogan for this convention 
is “Facts, Fellowship and Fun in 
Air-Conditioned Comfort.” This 
slogan will appeal to those who 
attended the 1938 Congress at 
French Lick and suffered from the 
constant oppressive heat of that 
otherwise delightful spot. 


HARDWARE FOR 
GOVERNMENT :— 


A report made public by the 
Labor Department’s Government 
Contracts Board, the agency which 


lays down minimum labor stand- 
ards to be followed by firms doing 
government business, shows that 
federal purchases of hardware and 
related products amounted during 
the past two years to around $11,- 
567,139.02. The breakdown, cov- 
ering specifically the period from 
Sept. 28, 1936, to Sept. 1, 1938. 
shows the following purchases and 
their value: Paints and varnish, 
$1,505,654.32; Linseed and relat- 
ed oils, $525,047.40; glass, $340,- 
684.09; bolts, nuts, and rivets, 
$287,870.19; fencing materials, 
$285,229.48; miscellaneous hard- 
ware, $394,621.14; metal shingles 
and roofing, $222,863.54; pipe 
and fittings, $3,467,785.67; 
plumbing supplies, $126,691.45; 
stoves and ranges, $3,736,322.69; 
and tools, excluding machine tools, 
$474,369.05. The breakdown does 
not show which departments made 
these purchases but the HARDWARE 
Ace Washington staff tells us the 
government agencies whose pur- 
chase of supplies runs highest are, 
in the order named, as follows: 
Navy, War, CCC, WPA, Treasury- 
Procurement, Interior, and the 


TVA. 


BUILDERS’ 
HARDWARE:-— 


The Builders’ Hardware conven- 
tion at Pittsburgh was a real suc- 
cess and was well attended. The 
thought that dominated all 
speeches and discussions was the 
need for doing educational work 
among the architectural schools so 
that future architects will have a 
more wholesome respect for better 
grade builders’ hardware and will 
appreciate the value of better 
metals and better workmanship. 
The Harpware AGE educational 
editorial series “Taking the Mys- 
tery Out of Builders’ Hardware” 
received wide-spread approval and 
applause and was recommended, 
in the closing session, as the text 
book for use in architectural 
schools’ education programs as 
well as in all builders’ hardware 
training activities in hardware 
stores. About 4] manufacturers 
displayed their lines and presented 
a really outstanding exhibit of 
fine hardware. Details on this con- 
vention are given elsewhere in this 
issue. 
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By ADON H. BROWNELL 








Chapter 35—Advanced Course 








Metal Door Butts, Hinges and Other Hardware 


cuss butts and hinges which 

have not been previously con- 
sidered in either the Elementary or 
Intermediate Course. 

Inasmuch as our last chapter 
was devoted to metal doors and 
frames, it might be well to consider 
first those types of butts and 
hinges which are used on metal 
doors and frames. 

Fig. 1 is a half surface butt. 
These can be secured in both extra 
heavy and regular standard 
weights. This type of butt is used 
particularly on kalamein doors, 
the surface part being applied to 
the door and fastened with set 
bolts as illustrated. The frame or 


| N this chapter | want to dis- 
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mortise part of the butt is fur- 
nished with wood screws if the 
frame is kalamein, or with machine 


Fig. 2— 
Full 
surface 
template 
butt for 
channel 
frames. 





screws if the frame is hollow 
metal, and of course it must be to 
template as you learned in the last 
chapter. These are furnished with 
ball bearing if desired. 

Fig. 2 is a full surface hinge 
used with kalamein doors having 
a channel iron frame. Like the 
half surface it comes in two 
weights and is fastened in the same 
manner on the door side as is the 
half surface type. The other half 
always to template being screwed 
to the face of the channel. These 
also are furnished with ball bear- 
ings if desired. 

Fig. 3 is a full mortise template 
butt for hollow metal doors with 
hollow metal frames. Both leaves 
are furnished with machine screws 
and they also can be secured in 
both weight butts. They are fur- 
nished ball bearing if desired. 


All three of these types can be 
secured in wrought brass or 
bronze, extra heavy and regular 
weights, as well as in steel. 

A brief outline of the use of cast 
iron and cast bronze butts was 
given in the Intermediate Course. 
In the sort of work we are consid- 
ering in our Advanced Course, I 
am sure I am correct in stating 
that far more cast iron and cast 
bronze butts are used than in 
residential work. 

Cast bronze butts, shown in Fig. 
4, can be obtained in three weights 
—regular, heavy and extra heavy. 
They can be had with ball bearing 
as well as regular and also in half 
surface. 

Cast iron butts, Fig. 5, can be 
obtained in various weights and in 
half surface, but my search through 
the various manufacturers’ cata- 
logs does not show that any of 
them are making cast iron butts 
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Fig. 3—Template butts 
for hollow metal 
doors and frame. 
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with ball bearings, nor do | think 
it is at all necessary. The wearing 
qualities of cast iron are, I am 
sure, well enough known to the 
reader by this time to have him 
realize that cast iron butts will 











Fig. 4—Cast bronze butt 


show little wear at the joints over 
the lifetime of the building in 
which they are installed. 

Both cast bronze and cast iron 
butts can be ordered to template as 
in the case of wrought bronze or 
wrought steel. 

Let me warn the beginner of the 
importance of specifying the exact 
thickness of doors where any of the 
above butts are orderd for kala- 
mein doors so that the proper 
length sex bolt may be furnished 
by the factory. 

In my chapter on butts in the 
Intermediate Course, I uninten- 
tionally did an injustice to the in- 
visible ball bearing type of butts 
manufactured by Lawrence Bros. 
They manufacture the invisible 
type for all wrought bronze and 
wrought steel mentioned before, 
such as full mortise, half surface. 
and full surface. 

McKinney Mfg. Co. do the same 
with their Oilite bearings. Others 
use fibre washers, though, as I 
have previously stated, the visible 
ball-bearing type is widely popu- 
lar. 
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While two bearings are the com- 
mon practice on most butts, some 
of the heavier ones are furnished 
with four bearings as shown in 
Fig. 6. 

Loose joint butts are often used 
on the cast types and, of course, 
on the olive knuckle types. In 
such cases the hand of the doors 
must always be given the manu- 
facturer when ordering the goods. 

Double or single-acting jamb 
hinges, for use with metal doors 
and frames must be to template 
and can be so ordered. 

While we shall discuss various 
locks and other hardware manu- 
factured for particular types of 
buildings in the chapters which 
follow, it does seem proper at this 
point, when we are dealing so 
largely with hardware for metal 
doors and frames, to point out 
some general rules about locks for 
metal doors. 

In recent years most manufac- 
turers have developed standard 
fronts and strikes for all types of 
locks to fit in metal doors. It may 
be only a latch or a bit key lock 
or a cylinder lock, but the same 
standard front and strike is made 
for them all. Many metal door 
manufacturers have adopted this 
standardization program which 
eliminates a great many of the 
problems for the manufacturer of 
the doors, though, of course, with 
the great variety of lecks it pro- 
hibits any standardization of the 
spacing between the keyhole and 
the knob. 


Fig. 5—Cast 
iron butt. 
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So when ordering templates of 
hardware, if they are to be all 
standardized fronts and strikes it 
will be necessary for you to specify 
accordingly. 

As was the case with butts, so it 
is with locks. Watch out carefully 





Fig. 6—Four bearing 
cast bronze butt. 


that you furnish the proper screws 
—wood or machine—for the lock 
and strike as required. It should 
not be necessary to repeat those 
instructions again in this chapter. 

On double doors where bolts are 
used, the same care must be exer- 
cised. From the rules mentioned 
by Mr. Fisher in the preceding 
chapter, it would seem that many 
builders’ hardware, men overlook 
this important detail in the order- 
ing of hardware. 

On all metal doors and frames, 
order your bolts to template with 
the proper kind of screws. 

While most all metal windows 
come furnished with hardware, if 
you are called upon to furnish any 
such hardware, remember that it, 
too, must be to template with 
screws. If you have any metal cup- 
boards, access or other doors on 
which you have to furnish hard- 
ware, again I repeat, always fig- 
ure and specify to template by 
proper screws. 

By this time you may feel that 
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Typical problems—throw of hinges 


I have repeated the words “to tem- 
plate by proper screws” too often, 
but I assure you it is so very im- 
portant and has caused so much 
trouble for everyone concerned 
that the matter cannot be over 


emphasized. Never think of hard- 


ware for metal doors and frames 
without thinking of template by 
proper screws. 

Remember what I told you in 
the preceding chapter. Check with 
your source of supply for the 
proper additional charge for mak- 


ing hardware to template on every 
single piece that is to template. 

In our next chapter we shall 
consider the subject of door 
closers. We used to call them door 
check and springs, but door closers 
is the correct name. 
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HARDWARE 
MENS HOBBIES 


“All work and no play makes Jack a dull boy” 


B. M. Hiatt, sales manager:for the Auger 
Bit Co., Wilmington, Ohio, raises prize 
sheep as a hobby. Here he is with one of 
his flock at the recent Ohio State Fair 
where this particular animal was awarded 
the Reserve Championship in the Merino 
Breed which is quite a distinction when it 
is realized that 2000 sheep are exhibited 
at this event. He has been raising sheep 
for 10 years but only exhibits at this fair. 


Designing and building his own rock gardens and landscaping is the first 
hobby of Ernest Estwing, Estwing Mfg. Co., Rockford, Ill., known to our trade 
as the maker of “steel and leather handled’’ hammers and hunting axes. Match- 
ing the rocks (some weighing several hundred pounds) and the plants into 
natural formations looks like a “he” jig-saw puzzle. Ernest says it is good 
fun and exercise and, when finished, he can always add to or alter designs 
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HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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The “Boob Buyer’ 








“No dealer can poke his head out 
and yell for someone to throw a 
ball without disastrous results.” 


HE average traveling man 
can spot a “boob” buyer 
with the same uncanny cer- 
tainty the youthful owner of a 
sling shot displays in the location 
of empty houses with glass still 
in the windows. In either case a 
target is inevitable. 

No dealer can expect to act like 
a “nigger baby,” poking his head 
through a hole in the canvas 
and yelling for someone to throw 
a ball, without eventual disastrous 
results. Traveling men can’t be 
blamed for taking pot shots at a 
“sucker” whose whole store mega- 
phones to the world, “I want to 
be hooked.” They just give him 
what he is asking for. 

“But,” someone may say, “it 
isn’t ethical for traveling men to 
overload dealers.” Forget it! The 
“boob” buyer doesn’t need a sales- 
man to entice him into overbuy- 
ing. It’s in his blood. He usually 
thinks he knows vastly more than 
the salesman and the only brake 
that slows up the bombastic buyer 
is his bank account. 

Too many men, who go into the 
retail hardware business, feel that 
all they need to be a buyer is 
cash, credit and an order. book. 
That’s all some buyers need. With 
such simple equipment many buy- 
ers, in this category, have proven 
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The “boob buyer” doesn’t need a salesman 


to entice him into over-buying. 


It is 


in his blood. He usually thinks that 
he knows vastly more than the salesman 
and the only brake that slows up the 
bombastic buyer is his bank account 


By ROY F. SOULE 


ability to drown themselves in two 
inches of water. Occasionally there 
is one who could turn the trick 
in a mist. 

From a lifetime in the hardware 
business, I have learned that there 
are in it just three distinct spheres 


of risk. The manufacturer, by the’ 


nature of his business, is the great- 
est gambler—every year he has to 
invest large sums making goods 
he hopes will sell—he never knows 
when some competitor is going 
to spring a new item which will 
make his product look like a back 
number and he may be caught 
with all his working capital tied 
up in finished goods. From an 
insurance point of view his is the 
biggest risk. It takes plenty of 
brains to manufacture hardware 
and particularly so to engineer a 
business manufacturing season- 
able goods. 

The second sphere is occupied 
by the hardware wholesaler. He 
has to buy in large quantities or 
back-order himself out of business. 
Frequently he waits a long, long 
time before he gets the goods from 
the manufacturer. When the job- 
ber catalogs an item there is just 
one source of supply for that item. 
A dealer may be able to buy such 
an item from any one of half a 
dozen wholesalers. There is a 


whale of a lot of difference, so 
the wholesaler’s buyer must pur- 
chase in volume quantities and 
take correspondingly greater risks. 

The third and safest sphere of 


i, 
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“There's a big IF.” 


hardware buying is exclusively 
retail. It is the one path where 
a man may feel his way and the 
buyer who gets stuck with slow- 
selling items can usually trace 
his failure to one of two causes— 
laziness or lack of brains. Mix 
those two ingredients and it fur- 
nishes the skids, greased, on which 
any dealer may slide out of the 
picture. 

Whenever a new or vastly im- 
proved item appears on the mar- 
ket it sounds the doom of other 
items which it will replace. A 
manufacturer caught with one of 
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EDITOR’S NOTE: Several hundred wholesale hard- 
ware salesmen, picked at random from the more 
than 3000 who are regular readers of HARDWARE 
AGE, were invited to answer the question, “Why do 
retail hardware stores fail?” Their answers, based 
on their own first-hand experiences, are highly in- 
formative, interesting and a useful contribution to 
the study of hardware distribution problems and 
offer, in part, a solution to one serious phase of the 
failure question. The fairly uniform opinion of these 
traveling men merits earnest consideration from all 
dealers, and emphasizes again not only their de- 
pendability, but their interest and cooperation in be- 
half of successful retail customers. The answers 
from these salesmen have been given to Roy F. 
Soule, who has been assigned to write several arti- 





cles based on these salesmen’s opinions. This he 
will do in his own inimitable style. 








these doomed items doesn’t hesi- 
tate—he unloads at a price. If the 
wholesalers find themselves caught 
with a heavy stock of such an 
item, they shake loose in a hurry. 
About the only fellow who really 
gets stuck is the retailer, some 
of whom lay in a big supply just 
because the price has been re- 
duced. Much obsolete stock in 
hardware stores was on its way 
to antiquity when it was pur- 
chased. 

Now don’t get the idea that I 
suggest back pedaling when a 
bargain of this nature comes 
along. There is a lot of money 
made by grabbing bargains but 
it is always made by the fellow 
who buys no more than he believes 
he can sell in the next 60 days. 
For example—a bargain in lawn 
mowers in the late August is dis- 





“The best trout fishermen 
carry a variety of flies.” 
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tinctly a gamble. A cut price on 
skates in mid-January is not the 
thing on which to plunge. The 
same bargains in May or Novem- 
ber might be all to the good—/ F— 

Why the big /F? Just trying to 
be funny? Not a bit of it. The 
big JF in buying quantities at a 
price—the JF that makes all the 
difference between the good and 
bad buyer is—the /F that deter- 
mines whether the low price is to 
be passed on to the consumer. 
If you do not plan to stimulate 
sales by letting your customer in 
on the ground floor always limit 
your purchases to what you con- 
fidently expect to sell within the 
next 30 days. 

Any dealer who buys new items 
in quantities is taking big chances. 
I know, I’ve done it and paid for 
my experience. I learned that as 
long as wholesalers will take or- 
ders in 1/6 dozen lots, no dealer 
has to gamble on new items—he 
can feel his way with safety. The 
dealer who is not always “feeling 
his way” on eight or ten new or 
unproven items isn’t using his 
head. Just remember that the best 
trout fishermen carry a variety 
of flies. They try different lures 
until they learn what the fish are 
taking and then they catch a mess. 


A week later, and sometimes even 
a day later, trout will not rise to 
the fly that does the business to- 
day. The dealer who uses his 
head does not go wild when he 
discovers a new item which will 
sell in his community. He first 
buys a 30-day stock—he generally 
needs that much to make a display 
but, when the jobber is handy and 
can make 24- or 48-hour deliver- 
ies, a lot of wise dealers who are 
not lazy order only a two weeks’ 
supply. If, however, a dealer 
works on a two weeks’ supply he 
does not wait for the traveling 
man to come around. He buys 
postage stamps and uses them. 
Overstocks, by strange perverse- 
ness, are frequently the heritage 
of men who hate to buy—perhaps 
I should say, hate to write out 
orders. They wait for the sales- 
man to come along and, while he 
is writing up the order, they make 





“He becomes a buyer for 
six stores or branches.” 


sure to order enough to preclude 
the possibility of having to do any 
personal letter writing. A lazy 
man is prone to overbuy. 

Now the average dealer, as | 
know him, has a limited capital 
with which to do business. A few 
have too much money invested. 
Most of the boys, however, could 
do very nicely with about 50 per 
cent more working capital. 

Throw that capital into one 
jackpot and order goods haphaz- 
ardly and before you know it some 
line of goods has hogged the 
show. You are short of cash when 
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you want to splurge in another 
direction. It usually takes time 
and a few severe business bruises 
to learn that capital must be 
nursed and budgeted. Capital is 
always in a state of convales- 
cence. Our Government is learn- 
ing that lesson today and are we 
paying for it! That is not a politi- 
cal comment; it’s just practical. 


Guides for Buying 


Some dealers divide their stocks 
into departments for guides in 
buying. That doesn’t mean signs 
hung up in the store reading— 
“Paint Dept.” “Housewares 
Dept.” etc. Such signs generally 
look ridiculous in a small store. 
The departments I have in mind 
are just rough divisions that sepa- 
rate a retail business into four. 
six or eight distinct parts. Then 
the buyer decides what percentage 
of his capital he wants to work 
in each department. By that sim- 
ple act he becomes the buyer for 
say six stores or branches—let us 
say that instead of a $12,000 stock 
to keep up, he has six $2,000 
stocks. Unless you have tried it 
you have no idea how it will sim- 
plify your problems and control 
your actions. Every man who is 
his own boss needs rules to go by. 
Wild purchases, which put so 
many dealers on the rocks, sel- 
dom put on their runaway acts in 
stores where the buyer depart- 
mentizes and budgets. Of course 
the lazy buyer knows too much 
to do such a sensible thing and 
he won’t do it because of the work 
involved; but successful dealers 
have been doing it for many years 
and most of them took the depres- 
sion in their stride. 

A lot of good traveling salesmen 
say that scattering purchases are 
the cause of a lot of retail failures 
and they are probably right. Most 
successful retailers buy the bulk 
of their supplies from one, two, 
but never more than three, whole- 
salers. Of course they become 
worth while customers of the job- 
bers they tie to and that carries 
with it many obvious advantages 
and responsibilities. That dealer, 
however, who so limits himself 
to two wholesalers that he will 
not occasionally go clear through 
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the catalogs of other wholesale 
houses is another “boob” buyer. 
The wholesalers’ buyers are just 
human. They all too frequently 
purchase merely picked items 
from manufacturers who make 
broad and excellent lines. Other 
jobbers may have many hot sell- 
ing items in their catalogs which 
your favorite wholesaler has failed 
to stock. Your judgment may not 
always be in accord with that of 
your wholesaler’s buyer. It 
doesn’t cost much to look around. 





“The ‘boob buyer’ lives with his mis- 
takes and no amount of hushing 
will quiet them down.” 


but don’t fall for the salesman ol 
your jobber’s competitor if he 
tries to pull you in by a few cut 
prices on standard goods—it’s an 
old game to pry loose an initial 
order. 

To the cash, credit and order 
book of the foolish buyer, the real 
buyer adds a few essentials. Here 
they are: 


Ten Essentials 


1—Budget your business. 

2—When buying any line keep in 
mind the deflating but none the less 
constructive fact that you are the 
buyer of, say, a $2,000 department 
rather than a $12,000 store. 

3—Limit your everyday purchases 
to a 30-day stock. Make the abso- 
lute dead line, on any exceptions, a 
60-day stock. 

4—Share, on the ground floor, all 
exceptional low priced purchases 
with your customers. 

5—Buy, but don’t splurge. Re- 
member always that exceptionally 
low prices are usually made because 
there is a good reason for unloading. 

6—Cash discount your bills. It 
will pay your rent. When you can- 
not take your cash discounts start 
either some special sales at a price 
that will move goods for cash or 


start a fire under your slow pay cus- 
tomers. 

7—Make your account worth 
while to the jobbers with whom you 
do business. Make it sufficiently 
worth while so they will put you in 
position to meet the prices of your 
competitors. 

8—If you are a rural merchant 
and fail to recognize the mail order 
houses as your principal competi- 
tors, order your wreath and pick out 
the hymns you want sung when they 
put you away. Keep the mail order 
catalogs on your desk. Your prin- 
cipal competitors tell you their 
prices—if you cannot buy at prices 
which will, approximately, let you 
meet them you’re a “boob” to buy. 

9—Be gentlemanly to traveling 
salesmen. Give them as prompt at- 
tention as your business will permit. 
You can quickly tell a “boob” sales- 
man from the real thing if you 
observe the way he treats a trusting 
buyer. 

10—-There are laws which help a 
salesman collect but the law of aver- 
ages is about the only thing which 
controls a buyer. Let him beware, 
but let him be wise enough to be 
most aware of the weaknesses that 
are within him. His greatest danger 
of getting the worst of it is usually 
an inside job. 


Lives With Mistakes 


The good buyer may be an 
unsung hero, but the “boob” 
buyer lives with his mistakes and 
no amount of hushing will quiet 
them down. His children are 
Obsolete Stock, Idle Capital and 
Bills Past Due. With these in his 
arms he walks the tack-strewn 
floor and prays for soothing 
syrup when he really ought to put 
the dead stock in a sack and 
drop it overboard. Then he ought 
to kick his own posterior until he 
has sense enough to realize that 
buying for a retail store is an 
important job and not one that 
makes him a man apart. It’s a lot 
of fun for a thinker, but it’s the 
last job on earth for a lazy man 
or a fellow who will not make 
rules to govern his buying and 
then obey them. 

“Boob” buying is the cause of 
an alarming number of failures. 
and “price dumping” of the stand- 
ard goods these failures buy 
doesn’t add particularly to the 
joy of the good merchants who 
survive them. 
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CHOOLS of retailing have for 

many years been a_ part 

of colleges and universities 
throughout the country but the 
teaching of retail practice and 
management in high schools may 
be regarded as something in the 
nature of an innovation. There 
has been a course in retailing in 
one of New York City’s high 
schools since 1936 but there are 
very few such courses in other 
parts of the country. 

The setting up of an annual Fed- 
eral appropriation of $1,200,000 
for distributive trades education. 
under the provisions of the 
George-Deen Law, will, however, 
make vocational education 
through Federal assistance avail- 
able to the retail occupations for 
the first time. The greatest prob- 
lem in getting the program under 
way is, according to officials, the 
establishment of state organiza- 
tions. The educating of the vari- 
ous lines of retail business as to 
the possibilities of the program 
will be the next hurdle to sur- 
mount. The essential machinery 
of the inauguration of the program 
will be set up by the Commercial 
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Education Service of the Office of 
Education, Washington, D. C. 
Federal aid for education in 
some other fields has been avail- 
able for a number of years. Under 
the George-Deen Law, retailing 
will have its first big chance for 
real educational activity. Lack of 
understanding of the many types 
of knowledge essential for the 
successful conduct of retail estab- 
lishments has ruined many hard- 
ware stores despite the fact that 
they were located in good trading 


as and were stocked with as- 
-» ‘ments of worthwhile merchan- 
disc. An all-round merchandiser 
cannot succeed in a retail hard- 
ware store if he does not have 
the assistance of competant, well 
trained intelligent salesmen and 
saleswomen. 

It is to be hoped that the retail 
hardware trade will take the full- 
est possible advantage of the funds 
available, through Federal aid, for 
the teaching of the elements of 


(Continued on page 75) 





A sporting goods display planned, constructed and installed by students. 
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From the Big Leagues 





World Wide Photos 
Luke goes after a high one. 


NCE a big hitter in the 
American League, Joe 
Sewell, former star of the 


New York Yankees and the Cleve- 
land Indians, is now a big hitter 
in the hardware league. He is 
owner and operator of the Sewell 





The exterior of the Sewell Hardware Company, Tuscaloosa. Ala. 


Hardware Company in Tuscaloosa. 
Ala., which he purchased in 1936 
from the Moore-Handley Hard- 
ware Company. 

Joe is the older of the three 
famous Sewell brothers, all grad- 
uates of the University of Ala- 
bama, and all of whom gravitated 
into big league baseball. And 
strangely enough they are all des- 
tined to go into the hardware 
business. Already Joe has set up 
his younger brother, Tommie 
Sewell, in business in Bessemer. 


Three Big League Sewell Brothers 


Joe Sewell of the Indians and the 
Yankees now owns his own hardware 
store in Tuscaloosa, Ala. Tommie 
of the Cubs is in the business in 
Bessemer, Ala. Luke, now with the 
White Sox, is going to join them 
when his playing days are over 
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Ala. They, together with Luke 
Sewell another brother, now catch- 
er for the Chicago White Sox, 
purchased the Morton Hardware 
Company of that city early in 
1936. It is a three-way partner- 
ship with Tommie as president, 
but Luke expects to become active 
in the business when he retires 
from baseball. 

It was in 1920, soon after grad- 
uation from Alabama, that Joe 
Sewell jumped first to New Or- 
leans in the Southern League and 
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then in a few months to the Cleve- 
land Indians where he took the 
place of Ray Chapman, shortstop, 
who had been killed by a pitched 
ball. The Indians “copped” the 
American ~League championship 
that year and then went on to de- 
feat Brooklyn in the World’s Se- 
ries. Joe played in each game of 
the series. 

After remaining with Cleveland 
for 11 years, Joe’s hitting ability 
carried him to the New York 
Yankees as third baseman. Here 





TOMMIE SEWELL 
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The interior of the store is up-to-date in every respect. 


he remained in “the big money” 
for five more years and in 1932 
participated in another World’s 
Series, this time between the Yan- 
kees and the Cubs. It was in this 
crucial series, that Joe experienced 
the greatest single thrill of his 
baseball career. The Yankees had 
three men on and two out when 
he went to the bat. He singled to 
tie the game, a turning point of 
the series. 

Always a dangerous hitter, Joe 
has an all-time batting average in 
the American League of .323. He 
is still batting high in the hardware 
business and although new in the 
business was recently elected a 
director of the Retail Hardware 
Association of Alabama at the 
recent convention in Montgomery. 

“The hardware business always 
held an attraction for me,” said 
Mr. Sewell. “As a country boy, 
going to town, I liked to hang 
around the hardware store and 
wonder at all the tools, look at the 
fishing tackle and handle the base- 
ball equipment. The ambition to 
go into the business seemed to be 
a part of me, and while this was 
delayed several years by my base- 


to the Hardware Business 





Keystone View 


And Joe lines one out. 


ball career, here | am. Even at 
the height of my success with the 
Indians and the Yankees I was 
looking forward to the time when 
I could buy a hardware store back 
in Alabama. As I married a Tus- 
caloosa girl and had my home 
here, it was only natural that | 
should go into business here. 

“T find that in the hardware bus- 
iness as in baseball it is necessary 
to keep your eye on the ball, not 
be misled too much by what the 
chains are doing, by fears of the 
tax agent or by what the future 
will bring. We try to do a good 
job of selling every day, keeping 
the merchandise attractively dis- 
played and asking people to buy 
when they come in. 

Naturally Joe is known to almost 
every citizen in Alabama. His 


(Continued on page 69) 


29 














a 


Better Packaging Needed for 





Poorly packaged goods engage the attention of these gentlemen. Left to 
right: Charles E. Donovan, research department, Robert Gair Co., Inc.; Harold 
E. Masback, vice-president; E. R. Masback, president, and R. H. Langsam, sales 
promotion manager, Masback Hardware Co. Boxes of hinges, a package of car- 
riage bolts and a towel rack are being discussed. The rack is in too plain a 
carton for its value, the other packages are weak for the items contained. 


“6 ORRECT packaging is a 
matter for the serious 


consideration of all 
branches of the hardware indus- 
try. The manufacturer, the whole- 
saler and the retailer could save 
money by paying a few cents more 
for merchandise correctly packed. 
A hardware package keeps pretty 
tough company. It associates with 
heavier and stronger items which 
often have sharp, metallic cutting 
edges. The weight of these heav- 
ier and stronger items will crush 
packages which are not sturdy. 
Packages used for hardware and 
allied lines must be strong enough 
to hold their own contents satis- 
factorily and to withstand the at- 
tacks made on them by other hard- 
ware items. It must be borne in 


mind by the packager of hardware 
that his packages cannot be con- 
sidered for strength as separate 
entities but must be considered in 
relation to the other goods with 
which they will be reshipped in 
hardware trucks,” said Charles E. 
Donovan, market research depart- 
ment, Robert Gair Co., Inc., New 
York City, in a report on a survey 
of packaging in the hardware in- 
dustry. 

The survey was made to learn 
what types of packages are now 
being used in the hardware in- 
dustry and to determine: 

1. If the product is among 
those which will net the manufac- 
turer a sufficiently increased profit 
to warrant a merchandising pack- 
age and whether or not the neces- 





EDITORS’ NOTE:—This interesting study on hardware packaging 
was made by Chas. E. Donovan of Robert Gair Co., Inc., New York 
City and took more than three months to complete at considerable 
expense to that company. The report of Mr. Donovan to his com- 
pany, from which this article was constructed, was not intended for 
publication but for the Robert Gair Co.’s own information in its 
work of designing special cartons and displays for hardware manu- 
facturers. Permission to use this material has made available to 
our readers some very worth while, first-hand data on packaging. 
For this we thank Robert Gair Co., Inc., and the Masback Hardware 
Co., at whose warehouses these several photos were taken. 
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sary space can be obtained, in a 
retail store for its display. 

2. If the unit of pack is cor- 
rect for the wholesaler, the re- 
tailer and the consumer. 

3. If the present package is 
sufficiently strong to protect its 
contents and to withstand damage 
in handling. 

After the study recommenda- 
tions were offered for making pack- 
ages conform to the above require- 
ments. Each of the thousands of 
packages, included in the survey. 
was studied in the warehouse of 
the Masback Hardware Co., New 
York City, wholesale hardware 
distributors. Much assistance was 
given by the following Masback 
employees: R. H. Langsam, sales 
promotion manager; Michael Mill 
ington, warehouse superintendent : 
John Schmall. returned goods 
manager, and by floor foremen 
and handlers. Following _ the 
warehouse study a field survey 
was made on the buying habits of 
the individual purchaser of hard- 
ware and merchandising prob- 
lems discussed with hardware re- 
tailers including: Westport Hard- 
ware Co., Westport, Conn.; N. 
Fitelson, Horton Heights, Conn.: 
C. H. Mather & Co., Essex, Conn.: 
Colonial Hardware Co., W. Hart- 
ford, Conn.: Edward J. Keelan. 
Dedham, Mass.; Morrison Hard- 
ware Co., Springfield, Mass.; H. 
L. Sawyer Co., Framingham, 
Mass.; Gatzke Hardware Co.. 
Webster, Mass.; Thornwood Sup- 
ply Co., Thornwood, N. Y.; R. G. 
Brewer, Inc., Mamaroneck, N. Y.. 
and the following New York City 
stores—Murray Hill Hardware 
Co., Belco Hardware Co., H. N. 
Frey, and Philip Glick. 

“The hardware manufacture 
must make it possible for the 
hardware retailer to do a more 
progressive job of selling, display- 
ing and promoting his goods. He 
does not do this when he provides 
the retailer with large and expen- 
sive displays for which there is 
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not sufficient room in the retail 
store,” says Mr. Donovan. “There 
are thousands of items in a hard- 
ware store. Obviously only those 
which can be displayed in a small 
space will be displayed at all. The 
product itself is a fine display. 
This, aided by a container intelli- 
gently designed to make it stand 
out from competing articles, gives 
it the best possible chance for suc- 
cess. It is not practical to sep- 
arate the display from the product, 
but it is often necessary when 
large displays are used. 

“It is therefore important that 
merchandise be packaged so that 
it forms its own display. Packed 
in consumer units, attractivels 


Hardware and Allied Lines 






Hardware packages keep pretty tough 
company and improved packaging will 
reduce the amount of damaged goods 
and make merchandise more saleable 


printed, the larger items will form 
their own display on shelf, coun- 
ter, or floor. The smaller items 
packaged individually or in sets. 
are then packed in a counter or 
floor display which sets them forth 
attractively at the point of con- 
sumer sale. And these displays 
take very little more room than 
the articles themselves.” 

Manufacturers following — the 
above suggestions give themselves 
these advantages: 


1—They will secure displays in 
more stores. 

2—They have a more effective 
sales-winning package. 

3—They have a lower packag- 
ing cost. 

Because it is a physical impos- 
sibility for the hardware dealers 
to display their entire lines it is 
necessary for them to display and 
to push those lines which will 
show the greatest profit. The prin- 
cipal factors are potential profit. 





Four interesting exhibits. Upper left: Silex cloth strainers packaged in two ways—left shows bulk packaging 
while the other unit displays better quality strainers sold in units of 12 and individually packaged. Upper 
right: Two packages of Remington Arms Co., Inc. That at the left is a light colored carton with green lettering 
while the other package, for a different item, is finished in several colors of striking appearance. Lower left: 
Six “Yankee” screwdrivers displayed in a unit which also serves as a shipping carton. Lower right: Four corru- 
gated shipping containers. The two on the left for Knapp-Monarch Co., the upper has pasted label, the lower 
has identification printed in colors on the carton. The Emerson Radio & Phonograph Co. packages have iden- 
tification printed on carton, the upper one being more satisfactory as identification is on sides and ends. 
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Typical scene in the Masback warehouse. Wire brushes and pilot lights for 
gas stoves must be kept in this fashion because of the broken package 
problem. Whenever shipment of these lines are made they must be repacked. 


and whether the articles are “de- 
mand” or “incidental” items or 
seasonal items. 

Potential profit depends on the 
actual margin of an item and the 
potential volume of that product. 
Soldering irons may have a great- 
er margin of profit pes unit than 
electric cord sets, but merchan- 
dising them will not produce the 
same gross profit because the po- 
tential volume is not nearly as 
great. 

Considering “demand” or “in- 
cidental” items a Stillson wrench 
is a “demand” item. A _ person 
would not buy a Stillson wrench 
just because he saw it on display, 
but only when he has a specific 
job which requires such a wrench. 
However, Pyrex brand oven ware 
would be purchased by a house- 
wife because an attractive display 
created her desire for it. In his 
survey, Mr. Donovan classified 
such an item as an “incidental” 
item. 

Seasonal items must be shown 
during their season—garden hose 
nozzles for example. Those items 
classed as “incidental” or “season- 
al” should, in the opinion of Mr. 
Donevan, be given first preference 
for the use of displaying packag- 
ing because they will produce the 
greatest results. Some products 
included in the survey border so 
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closely on the dividing line that 
it is a matter of opinion in which 
class they should be placed. These 
classifications were adopted mere- 
ly to demonstrate the reasoning to 
be applied. A hardware store. 
catering principally to mechanics. 
would prominently display a 
Stillson wrench, but in such a 
store the wrench ceases to be a de- 
mand item. In such a store the 
mechanic will very often make his 
purchase on the “reminder” basis 
if an adequate display of fine 
tools is made. 

Factors to be considered in the 
design of a hardware package are, 
in order of their consideration: 
1—unit of retail pack; 2—size of 
package; 3—strength of package: 
1—-style; 5—art work. 

An investigation was made to 
determine whether the average 
hardware manufacturer was pack- 
ing his goods in a unit of pack 
which meets the needs of his mar- 
ket. The purpose was to deter- 
mine the unit of pack in which 
the wholesaler received the goods 
and to determine the unit of pack 
the wholesaler most often shipped 
to the retailer. 

Because the retailer will not buy 
more than he has to, it is often 
to the advantage of the manufac- 
turer to reduce the unit of pack 
and sale. When the unit of sale 


to the retailer is less than the unit 
of the pack of the manufacturer, 
the latter is deluding himself if he 
thinks a large unit of pack is 
maintaining a large unit of sale. 
Examples of this, picked at 
random, from a larger list are: 


¥ holesaler’s 
Mfr’s Pack to 
Article Pack Retailer 
Brushes (nail) 72 12 


Coffee percolators 
(cheaper grades) 12or6 1 


Drills 60r3 lor2 
Insecticide guns 12 3 

ives 6 2or 3 
Mailboxes 36 1 
Nozzles 12 6 
Pitchers 12 1 
Radiator air valves 

(better grade)... 12 2or3 
Folding rules 6 lor2 
Folding rules 

(better grade) 3 1 
Scissors 6 2or3 
Whetstones 

(certain types) 12 3 or 6 


Mr. Donovan does not say that 
the above units of pack are incor- 
rect, but does point out that there 
are many existing discrepancies. 
It is entirely possible, he holds. 
that a knowledge of the problems 
confronting a manufacturer would 
show ample reason for the present 
units. It would however be well 
to outline some possible disadvan- 
vantages to the manufacturer who 
has too large units of pack. 

If the unit of pack is broken the 
merchandise must be repacked. 
A. H. Pettigrew, supervisor of 
packaging, R. H. Macy & Co., Inc., 
New York City, department store, 
says that the cost of repacking an 
article, including labor and ma- 
terials, varies from a low of 3 
cents to a high of 11 cents, de- 
pending upon its size and. nature. 
This is generally greater than the 
original cost of packing. Sup- 
pose a competing manufacturer 
offers a wholesaler a particular 
type of article packed in the unit 
most often sold by the wholesaler. 
If he does this and charges a few 
cents more for such service he can 
easily prove to the wholesaler that 
he is saving the wholesaler money. 
The chances of the manufacturer 
with the “toe large” unit retain- 
ing the business are pretty slim, 
quality being equal. 

Damaged goods also result from 
having incorrect units of pack be- 
cause a repacked article is rarely 
as well protected. John Schmall, 
manager, returned goods depart- 
ment, Masback Hardware Co., 
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says one of the greatest causes of 
damage to goods is repacking. 
Besides the loss in damaged goods 
customers are also dissatisfied. 
The loss of a customer can often 
be far greater than the loss on the 
article itself. 

Some manufacturers pack their 
goods in a display container but 
use a unit different from the re- 
tailer’s unit of purchase. Addi- 
tional money is spent on display 
containers intended to aid in the 
sale of the goods. Obviously 
using a “too large” unit has de- 
feated this purpose. Since only 
one of every two will receive the 
manufacturer’s display container 
—and more likely neither one will. 
such an effort to save actually re- 
sults in a waste of money. 

When a package is broken the 
remainder lies exposed on a shelf 
in the warehouse. There is bound 
to be a certain amount of pilfer- 
age which is great on small 
articles such as pocket knives, 
kitchen utensils, small tools, etc. 

While there may be good rea- 
son for the present units of pack. 
there are four distinct advantages 
in a pack the retailer will buy. 
These are: saving the wholesaler 
the repacking cost; less damaged 
goods and fewer dissatisfied cus- 
tomers; getting display containers 





Heavy chains bulge from their package in the warehouse. It would have 
been better had these chains been packed in a much stronger package. 


to the retailer instead of having 
them land in the waste basket and 
reduced pilferage losses. 

The size of a package should 
be determined by the unit of sale 
to the retailer, or the unit of sale 
to the consumer. Whenever pos- 
sible it is desirable to pack in con- 
sumer units. If this is not feasible 
the quantity purchased by the re- 
tailer should be put in one pack- 
age. The size will, of course, be 





These frying pans must lie in the bins because the wholesaler ships them 
in smaller lots than does the manufacturer. Each order requires re-pack- 
ing to protect both the pans and other items in the shipment. Repacking 
cost, of the wholesaler. is several times the manufacturer's original cost. 
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determined by the physical di- 
mensions. The packages used by 
many manufacturers fail to even 
serve as the carriers and protec- 
tors of their contents. Much less 
do they function as containers 
which will merchandise, display 
and advertise the product at the 
point of the sale. 

Many of the packages are so 
flimsy that they fall apart before 
they reach the wholesaler. Vis- 
ualize their condition when the 
consumer is making a choice be- 
tween two competing articles. 
The poorly packaged product may 
be scratched, dented or even 
broken. Even if it has none of 
these handicaps, it certainly does 
not look as the manufacturer in- 
tended it to look. 

Someone—retailer, wholesaler 
or manufacturer—will be due for 
a loss on at least part of the mer- 
chandise which is so poorly pack- 
aged. It costs Macy 3 to 11 cents 
to repack an article. It is doubt- 
ful that wholesalers can do the 
work for less than Macy. If the 
wholesaler multiplies the lowest 
cost—3 cents—by the number of 
packages it repacks annually the 
resultant figure will be quite a 
substantial one. The loss is the 
wholesaler’s loss because some 
manufacturer has endeavored to 
save a few cents on the cost of 

(Continued on page 72) 
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22,000,000 HOGS 

GIVE UP THEIR BRISTLES 
EVERY YEAR TO MAKE 
THE WORLD'S BRUSHES! 
(THEY ARE SUPPLIED 
ALMOST ENT/RELY 
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PASSENGERS ON THE TRANS-SIBERIAN RAILWAY 
BRING THEIR OWN TEAKETTLES! THEY ARE 
FULED WITH HOT WATER AT STATION STOPS. 














JETHRO WOOD, INVENTOR 
OF A NEW TYPE IRON 
PLOUGH IN 1819, 
FASHIONED HIS FIRST 
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OUT OF A 
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HIS article is dictated the 

morning of September 12th. 

This is to be the fateful day. 
Hitler makes his speech on the 
Sudetens. When you read this 
article it will all be a matter of 
history. The decision of this man 
will more or less influence the fate 
of almost every living man in the 
world. This, to say the least, is 
dramatic. 

Since dictating the above der 
Fuehrer has made his speech. It 
strikes me as just a mass of words. 
Nothing is settled. The tension 
continues. 

Then today in the trial of 
Jimmy Hines Judge Pecora will 
decide whether to call it a mistrial 
on a technicality. The fact is that 
District Attorney Dewey referred 
to the “poultry racket” as it was 
discussed by the Grand Jury that 
indicted Hines, the poultry racket, 
however, not being one of the 
charges against Hines. To one who 
has followed the case carefully, 
these judicial technicalities seem 
ridiculous. This case, at an enor- 
mous expense to the taxpayers of 
New York, has been running for 
three weeks. Is all of this to be 
thrown out and all this time and 
money wasted because of this 
technicality? With all the rotten 
stuff that the jury has had to hear 
and consider, simply a reference 
to the poultry racket would seem 
a very insignificant matter. I can- 
not see how any juror could be 
very much influenced by the refer- 
ence. 

Since dictating the above, Judge 
Pecora has declared a mistrial. 
All the work of a new trial will 
have to be done over again at the 
taxpayers’ expense. 

We must say that the papers 
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Installment Selling 


By SAUNDERS NORVELL 


these days are interesting. Here 
in New York we have just read of 
the passing and the funeral of 
good Cardinal Hayes. What a 
pageant it was! It all takes one 
back to the Middle Ages, and 
probably in these days of cold ma- 
terialism a little pageantry in 
color is good for us. 

All these things crowded my 
mind as I drove down to my office 
on this beautiful Monday. But I 
must put them aside. My job 
just now is to write about selling 
stoves, and with millions of others 
in this country, no matter how 
much interested we are in national 
affairs, we must get down to our 
jobs and attend to them, no matter 
if by contrast they seem insignifi- 
cant. 


Letters Coming In 


Letters are now coming in as a 
result of my articles on the stove 
business. I fully realize that these 
articles only scratch the surface of 
the subject, but the interest in 
them is evident from the letters 
received. I am sure those who 
have followed the articles will be 
glad to read one or two of these 
letters with me. One prominent 
sales manager of a very successful 
stove manufacturing company 
writes :— 

“I believe you will remember I 
was of the opinion the best place to 
start in getting the hardware dealer 
back into the stove business is to 
start on dealers located in towns 
under 20,000 people. There is- a 
good demand for coal ranges in 
these towns and a very large por- 
tion of this business is now going to 
the mail order houses. The local 
dealer is in a much better position 
to make proper installations and 
give good service to the consumer 





than the mail order house, and there 
is no reason why manufacturers can- 
not produce ranges for him which 
will more closely meet mail order 
competition.” 


The above letter is quoted be- 
cause it represents the views of 
one of the most successful stove 
manufacturers in the country, this 
concern doing a national business. 
Another letter reads :— 

“There are some thirty odd thou- 
sand hardware retailers in the 
United States, and approximately 
500 hardware wholesalers. The lat- 
ter employ between 9000 and 10,000 
traveling salesmen, who comb their 
territories thoroughly and see their 
retail customers at least once every 
two weeks. The percentage of fail- 
ures among retail hardware mer- 
chants is extremely low, and taking 
them by and large, they are ef- 
ficient merchandisers, in close con- 
tact with their local communities. 
and are seeking more lines that sell 
in the higher price brackets. These 
hardware merchants can be made a 
very important segment of dealer 
outlets in the stove business, if such 
is not already the case.” 


The above remarks are also 
worthy of consideration because 
they come from a. man who has 
been in close contact nationally 
with the hardware trade for many 
years. 

One of the points that has been 
brought up in the discussion of 
the stove business has been in the 
hesitation of the retail hardware 
dealer to sell stoves on a small 
down payment with weekly or 
monthly installments covering a 
year or more time. I have been 
informed by a number of manu- 
facturers that one reason why the 
department stores, the furniture 
stores and the mail order houses 
have taken such a large share of 
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the stove business is because of 
their liberal terms. I have before 
me the last catalog of Sears Roe- 
buck. By the way, it is a magnifi- 
cent piece of selling literature. As 
I have stated before, 20 pages of 
this catalog are devoted to stoves, 
and in these pages they give very 
liberal terms. I will not go into de- 
tail in regard to their offer because 
no doubt every up-to-date retail 
hardware dealer by this time has 
this catalog and has studied it 
carefully as it applies not only to 
stoves but to other hardware 
items. 


Planning Results 


Having recommended that the 
retail hardware dealer carefully 
consider the selling of stoves on 
the installment plan, I thought it 
was up to me to make a study of 
just what has happened to depart- 
ment stores and others on install- 
ment selling. Some of the facts I 
have gathered no doubt will be in- 
teresting to the intelligent, studi- 
ous retail hardware dealer. The 
fact stands out, you will notice, 
that the high peak of installment 
selling was in 1936. In that year 
goods were offered without any 
cash payment and with terms that 
not only ran to 12 months but to 
18 and 24 months as well. In other 
words, installment selling in 1936 
ran wild, and at the end of the 
year when the figures were studied, 
the results were certainly not a 
matter for congratulation. When 
I read that part of the following 
report I was reminded of an oc- 
casion when I heard Moran and 
Mack over the radio several years 
ago. 

Moran remarked: “You know, 
we bought pigs at $4.00 each in 
the fall. We fed them all winter 
and fattened them up, and then 
we sold them in the spring for 
$4.00.” “Well,” said Mack, “you 
sure couldn’t make any money 
doing that.” “No,” replied Moran. 
“We found that out.” 

So, as I studied the following 
extracts from various authorities 
which I will give you, I thought 
possibly after all, the retail hard- 
ware dealer may not have been so 
foolish. But my experience in life 
is that it is better not to go to ex- 
tremes. A middle-of-the-road pol- 
icy may not be dramatic, but it is 
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safe. | don’t believe, for instance, 
that it is wise for a retail hard- 
ware dealer to say: “I will never 
sell anything on the installment 
plan.” He will certainly miss a 
lot of business on these larger, 
high-priced items. It is the order 
of the day for people to buy on 
the installment plan. I have always 
been opposed to the idea, but | 
happen to know a number of my 
young friends who have had the 
courage to get married, and buy 
pianos, radios, stoves, refriger- 
ators, etc. on the installment plan 
and have paid for what they have 
bought, and are very much in 
favor of the idea. 


I was brought up in the strict 
school that taught us never to buy 
anything unless we had the money 
to pay for it, and as I remember 
my younger years, there are a lot 
of things that I wanted that I went 
without, and I also remember that 
some of the money I saved by be- 
ing so prudent I lost in more 
foolish ways than buying on the 
installment plan. Therefore, in 
this article I am going to recom- 
mend that the retail hardware 
dealers give serious consideration 
to the sale of stoves. Also that 
they give consideration to selling 
these stoves on the installment 
plan, but as an old uncle of mine 
used to say: “While doing this, 
do it judgmatically.” Because some 
other dealer sells stoves with- 
out a down payment or with a 
very small down payment is no 
reason why you should follow his 
lead. I understand the average 
first payments are about 10 per 
cent, but I believe with a little 
salesmanship you could get a 20 
per cent payment. I also believe 
that it is not necessary to give the 
long terms that are being offered. 
It is one thing for a couple to go 
into a hardware store and to be 
told flatfooted that no stoves or 
other kitchen equipment will be 
sold on time, and it is an entirely 
different thing for a dealer to tell 
them he appreciates their financial 
situation and will do his best to 
help them out by accepting a down 
payment and weekly or monthly 
terms. In other words, meet the 
young couple half way. But I don’t 
believe there is any sense in at- 
tempting to run the mail order 
houses or the large department 


stores in your town out of busi- 
ness. 

Now I am sure you will be in- 
terested in the following quota- 
tions on the subject of installment 
buying: 

From THe NATIONAL RETAIL 

Dry Goons AssociATION 


SUBJECT: Department Store In- 
stallment Business Handled at 
Loss, Report Shows 


The customer who pays a de- 
partment store half of 1 per cent 
a month on his original unpaid 
balance to finance purchases on 
the installment plan is paying 
considerably less than it actually 
costs the store to provide such 
service, a study just completed by 
the Credit Management Division 
of the National Retail Dry Goods 
Association shows. 

The study, made by a commit- 
tee headed by W. S. Martens. 
credit manager, Carson, Pirie, 
Scott & Co., Chicago, revealed 
the fact—likely to prove almost 
as startling to retailers as the pub- 
lic—that income from carrying 
charges in the average department 
store provides less than one-third 
the cost of handling the deferred 
payment business. The average 
store reporting in the survey, it 
was found, in 1937 incurred an 
average deferred payment expense 
of $27,897, and had an average 
income from carrying charges of 
only $13,611, on an average in- 
stallment volume of $784,713. All 
those stores contributing figures 
on carrying charge income and de 
ferred payment expense main- 
tained the practically standard 
rate of one half of 1 per cent a 
month on the original unpaid 
balance. 


Operates at Loss 


In face of the apparent trend 
in the department store field to- 
ward lowering of the carrying 
charge, the revelation that the 
average store, as indicated by the 
study, is operating its deferred 
payment department at consider- 
able loss, should give retailers 
pause before taking any action to- 
ward further lowering of the 
carrying charge, Mr. Martens de- 
clared. 

Not only does the loss in hand- 

(Continued on page 80) 
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- Soon comes bleak 

K December when men 

are bewildered mind 

readers and panic-stricken 

Christmas shoppers. 

i terious as a woman 

at gift-giving time. 

Hints, no matter how sub- 
tle, bring forth no help. 

4 sensible’’, ‘“‘Let’s be 

practical”, ‘Don’t 


give me anything this 
Christmas, darling.”’ 


Nothing is so mys- 


Her mind says, ‘‘Be 


PICK UP THE SLACK! 


Her heart says, “‘Be 
sentimental, Romeo, 
I love it.” Thus is 

Christmas turned into a 

nightmare for all men. 


Men are puzzled, 
confused shoppers 
while we have the 
answer for them. But not 


enough men realize it. 
alize that electrical 


> 4 appliances are prac- 


tical gifts with a senti- 
mental side. 


Not enough men re- 


Smart merchants 
everywhereare plan- 
ning for increased 


purchases of practical gifts 


this Christmas. 
easy to buy. No 
shades, no sizes, no 


personal tastes to worry 
and confuse men shoppers. 


Electrical gifts are 


So General Electric 

proposes to make it 

easy for men to give 
practical gifts with a touch 
of sentiment. 


WIND UP 1938 


IN A BLAZE OF SALES AND PROFITS! 


GENERAL )ELECTRIC 
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TIE-IN 
AND CASH-IN 


Plan for Christmas business with 
General Electric appliances. UP 
sales by displaying a full line of 
General Electric gifts. 


Display G-E advertised appliances 
as advertised. Identify your store as 
headquarters for gifts ‘for a practi- 
cal person with a sentimental side.” 


Hitch your star to the band wagon 
that promotes easy gift giving. Sell 
your customers that this is the year 
to give “the new ease of living.” 





Use local newspapers, spot broad- 
casts to convert ready-to-buy cus- 
tomers into yourcustomers. PutG-E’s 
gift program to work for you. 


Make it easy for men to give prac- 
tical gifts, glorified with a touch of 
sentiment. Give electrical appli- 
ances Christmas wrappings. 


Take command of G-E’s national 
advertising. Put it to work hammer- 
ing away that your store is the spot 
for easy gift shopping. 


G-E means business. There’s busi- 
ness to be had—profits to be reaped 
for dealers who tie in with G-E’s 
greatest Christmas promotion. 





It’s better to sell the G-E line than 
to sell against it. So join hands fora 
practical and profitable Christmas 
with General Electric. 


- 


DECEMBER 
ESQUIRE 
OUT NOV. Ii 


DECEMBER 34 
COLLIER’S 


DECEMBER DECEMBER 
AMERICAN AMERICAN 
MAGAZINE HOME 





CIRCULATION 
650,000 


DECEMBER 
COUNTRY 
GENTLEMAN 
OUT NOV. 15 
CIRCULATION 
1,645,000 


OUT NOV. I5 
CIRCULATION 
2,200,000 


DECEMBER 
GooDp 
HOUSEKEEPING 
OUT NOV. 20 
CIRCULATION 
2,211,000 


OUT NOV. 20 
CIRCULATION 
1,152,000 


NOVEMBER 26" 
SATURDAY 
EVENING POST 
OUT NOV. 22 
CIRCULATION 
3,035,000 


OUT NOV. 25 
CIRCULATION 
2,627,000 
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NEW! SPECTACULAR! 


CONVINCING! 
Take advantage of this 
Stimulating Sales Drive 


Twelve smashing single and double 
page spreads in ten leading publica- 
tions concentrated during the peak 
of the gift buying season. 
Forceful, startlingly simple, con- 
¥  vincing promotions of G-E appli- 
ances as GIFTS “For a Practical 
Person with a Sentimental Side.” 
G-E merchandise combines new 
features and new styles in popular 
priced gifts that will give years of 
ae = freedom and happiness. 
reget eer nnee a G-E merchandise is attractively 
presented in full color advertise- 
ments; the next best thing to the dis- 
play of the merchandise itself. 7 
From November 1 1th on, this un- XY 
equalled series of sales-making ad- 4 
vertisements will hammer, hammer, 
hammer on making it smart to be = 
practical. . 
One G-E appliance helps to sell 
another. Let’s sell additional G-E 
appliances to every present user. / 
G-E’s enthusiastic, convincingad- © 
vertising will urge customers to 
visit your store. Command this Oj 
power. Put it to work for you. ig 
More than 150 electrical servants 
—that are easy to sell, easy to own— 
are offered and guaranteed by the 
the y *"” —_ world’s largest electrical manufac- 


. +9 o turer, General Electric. 
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GENERAL are A 
7 Room 1205, 570 Lexington Ave. 
DECEMBER 10" OSCENSER 1™ New York City 
LIBERTY Yes sir! I want a share in G-E’s coura- 
COLLIER‘S : 5 
' geous drive to take the sag out of 1938's 
DECEMBER 3° OUT DEC. 2 DECEMBER 4 OUT DEC. 7 ayn oo i sales curve. Put me down for all pro- 
MERICAN motional help. 
SATURDAY CIRCULATION THIS WEEK CIRCULATION WEEKLY 


EVENING POST 2.627.000 OUT DEC. 4 2,167,000 OuT DEC. 11 


OUT Nov. 29 caceanion CIRCULATION 
CIRCULATION 6.760,000 
3,035,000 atemeenaed “ain 
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Feature Hallowe'en and the | | 


ALLOWE’EN may not be 
H an official holiday but it’s 

a popular day (or eve- 
ning) just the same. Such being 
the case, the hardware dealer 
should take immediate steps in or- 
der to capitalize on it. 

The suggested window display 
on this page furnishes a festive 
background for many of the items 
that the dealer may be called upon 
to supply for that evening’s par- 
ties and entertainments. Kitchen 
equipment from the washtub down 
the line is usually used in conduct- 
ing the evening’s sports and there 
are kitchen utensils to be used in 
preparing the refreshments which 
usually follow their conclusion. 


10 


This window shows them all and 
supplies a Hallowe’en background 
in the bargain. 

This display is symmetrical in 
type with the merchandise showr 
on the pedestals, plateau and the 
floor in the foreground. The back- 
ground is the thing that puts the 
punch in it and the accompanying 
charts at the bottom of these 
pages show how the pumpkin and 
the witches may be made. There’s 
no argument as to the proper col- 
ors to use for this window. Noth- 
ing’s permissible save the tradi- 
tional orange and black. 

October also colder 
weather and cooler nights mean 
that there’s a desire to light up the 
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BROOM 

HANDLE 
FASTENED TO 
BACK OF BLACK 
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ne | Fireplace in Early October 
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open fireplace and open fireplaces 
mean that there will be a demand 
for logs. Many a man likes to cut 
his own wood for the fireplace and 
the window on this page has been 
designed primarily for those men. 


This display is also on the sym- en See [ ie 2 \ | 














metrical type with the various in designing the 
































wood-cutting implements displayed rs toon AX 
to advantage. A log and chopping Reodimaat 
block will aid considerably as will 
the poles seen in the background. \ fi V Vlg 
A f -s . alte | a uN 
orest green background will SHH Ht ttt + 
serve to set off the tools while the 
sign can be in the form of a SP : afc) fil SY, 
blackboard. | 
The Harpware AcE _inter- 
changeable display fixtures have Lan 
been used with each display. — a 
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“Builders Hardware Engineers’ 





J. HAROLD DUMBELL 


a founder and first president who 
has served four years as the head 
of the builders’ hardware associa- 
tion and who now has agreed to act 
as managing-director of the N.C.- 
H.A., until such time as a perma- 
nent appointment and official head- 
quarters offices are arranged. 


HE fourth annual conven- 
tion of the National Asso- 
ciation of Contract Builders’ 


Hardware Distributors, Inc., di- 
rected its efforts to plans that will 
encourage the sale of better build- 
ers’ hardware at a profit. Meeting 
at the Wm. Penn Hotel, Pitts- 
burgh, Pa., September 20 to 22, 
1938, this bedy considered the 
necessity for training more young 
men in the craft; discussed very 
generally the need for hardware 
training in architectural schools 
that future architects may have a 
better appreciation of the value 
and need for the better metals and 
the better grade hardware and 
urged builders’ hardware men to 
identify themselves as “Builders’ 
Hardware Engineers” and to so 
conduct their businesses that such 
a designation will be justified. 
Throughout the three days practi- 
cally all of the speakers agreed on 
these points and speakers also paid 
high compliment to the HARDWARE 
AGE educational editorial series, 
“Taking the Mystery Out of 
Builders’ Hardware” by Adon H. 
Brownell. It is likely that this 
reading course when completed 
and published in book form may 
become the approved text book for 
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Convention at Pittsburgh, Pa., Sept. 20 to 22, 1938, stresses 
need of greater educational work among architectural 
schools that better grade builders’ hardware will be speci- 
fied in future. Costs studied to encourage more intelligent 
estimating to yield net profits. Organization name simpli- 
fied to National Contract Hardware Association (N.C.H.A.) 
and will establish permanent official headquarters with 


full-time managing-director. 


I. S. Eshleman succeeds 


J. Harold Dumbell as president. Will meet in New York 


City next year. 


the courses mentioned in the archi- 
tectural schools. A major step in- 
dicating progress is the plan to 
establish permanent official head- 
quarters with a full-time managing 
director for the association which 
has shortened and simplified its 
name to “National Contract Hard- 
ware Association.” Temporarily, 
J. Harold Dumbell, Pittsburgh, 
Pa., first president who served four 
terms in that capacity will act as 
managing director, being  suc- 
ceeded in the presidency by I. S. 
Eshleman of New York City. The 
1939 convention will be held next 
September, at the Hotel New 
Yorker, New York City. 
President Dumbell opened the 
convention Tuesday afternoon, 





ADON H. BROWNELL 


whose series in HARDWARE AGE, 
“Taking the Mystery Out of Build- 
ers’ Hardware” received universal 
approval at the builders’ hardware 
convention. Mr. Brownell addressed 
the opening session. His message 
will appear, in full, in a later issue. 


Approximately 400 in attendance. 


with brief comments on the prog- 
ress the organization has made, 
thanked those who had contributed 
of their talents and outlined the 
program for the sessions. He told 
of the vital need of realizing a bet- 
ter profit on contract jobs, citing 
an instance of a competent build- 
ers’ hardware man who could not 
get merited compensation because 
the margin in the goods sold would 
not allow it. Introducing Mr. 
Brownell as the first speaker, Pres- 
ident Dumbell expressed the ap- 
preciation of the association and 
of the builders’ hardware industry 
for the splendid educational work 
being done by Mr. Brownell 
through his series of articles in 
Harpware Ace. Mr. Brownell’s 
talk dealt with the importance of 
having builders’ hardware experts 
recognized as “Builders’ Hardware 
Engineers,” akin to the recogni- 
tion given registered architects 
and other professional men. The 
full text of this address will be 
published in the next issue of 
HarpwakeE AGE, dated October 20, 
1938. 

Pursuing a subject and activity 
which he presented last year at the 
Chicago convention, Jos. S. Hunt, 
Hardware & Supply Co., Akron, 
Ohio, gave a most instructive talk 
on cost practices, the need for 
higher mark-ups and on the inef- 
ficiency and unfairness of “lump 
sum bids.” He said it was futile 
to bid too low and then cry on the 
manufacturer’s shoulder expecting 
relief and urged wider develop- 
ment of local group meetings not 
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to Urge Hardware Appreciation 


in Architectural Schools 


to fix prices but to educate more 
builders’ hardware men on the 
costs of doing business so that they 
would better understand costs and 
therefore, of their own accord, 
make more intelligent estimates. 

Vice-President I. S. Eshleman, 
later elected president, compli- 
mented the chairman on the pro- 
gram and said it was fine to have 
practical and usable discussions 
in place of the traditional “pep 


talks” heard at most conventions. 
He also said that the lowest price 
doesn’t always get the job but that 
when the same goods are quoted 
higher the high bidder must be 
prepared to offer some plus ser- 
vice that justifies the difference. 
Vice-president, Jose Raymer, St. 
Paul; Wm. Luxford, Buffalo; N. 
Y., A. A. Ludwig, Chicago, and 
Paul Easby - Smith, Washington, 
D. C., concurred in the opinions 


of speakers, urging further devel- 
opment of local group meetings 
and stressed the importance of 
training courses in architectural 
schools as suggested by Mr. 
Brownell. 

George H. Griffiths, president 
and general manager, HARDWARE 
AcE, applauded the progressive 
thoughts expressed at the conven- 
tion and urged that the association 


(Continued on page 66) 


OFFICERS OF NATIONAL CONTRACT HARDWARE ASSOCIATION (N.C.H.A.) 
AND TWO DISTINGUISHED GUESTS AT PITTSBURGH CONVENTION 





Left to right (top row):—Jos. V. Raymer, Raymer Hardware Co., St. Paul, Minn., first vice-president N.C.H.A.; I. S. 
Eshleman, Ostrander & Eshleman, New York City, newly elected N.C.H.A. president, and Paul Easby-Smith, 
Builders’ Hardware Corp., Washington, D. C., second vice-president of the N.C.H.A. Bottom row, left to right: 
Robert A. Culp, The Stambaugh-Thompson Co., Youngstown, Ohio, reelected N.C.H.A. secretary: Wm. Haase, 
Richards & Conover Hardware Co., Kansas City, Mo., newly elected N.C.H.A. treasurer, with Ken Morley, mfr's 


agent, an associate member from Honolulu, 


Hawaii. and on the end Col. Jack P. Dunphy, Yale & Towne 


Mig. Co., “at the mike” as master of ceremonies at the convention's closing banquet. Jack's ability as champior: 
hardware convention story teller gave this dinner plenty of plus fun. 
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Geo. H. Halpin Elected President 
of Hardware Golf Association 


Owen Newby, Stowe Hdwe. & Sup- 
ply Co., and L. E. “Slim” Gilliard, 
Fayette R. Plumb, Inc., seem to en- 
joy watching Jamie Carson, Green- 
field Tap & Die Corp., paying dues 
to Secretary-Treasurer R. A. “Dick” 
Sundvahl, Corbin Screw Corp. 


i NHE thirteenth annual get- 

together of the Hardware 

Golf Association was the 
largest in its history. Held at the 
Elms Hotel, Excelsior Springs, 
Mo., Sept. 15 to 17, 1938, with 
more than 300 present, among 
whom were 208 golfers aud alleged 
golfers, and more than 100 excel- 
lent vocalists of wide repertoire. 
C. V. Lilse, Lilse Mfg. Co., Cla- 
rinda, Iowa, is the new champion, 
and Al Wright, Connecticut Valley 
Mfg. Co., Centerbrook, Conn., is 
the runner-up. Other winners are 
listed elsewhere. 

Geo. H. Halpin, Minnesota Min- 
ing & Mfg. Co., St. Paul, Minn., 
succeeds Ward Walker, Isaac 
Walker Hardware Co., Peoria, Ill., 
as president, with W. M. Baldwin, 
Rogers & Baldwin, Springfield, 
Mo., as new vice-president. Secre- 
tary-treasurer R. A. “Dick” Sund- 
vahl was of course re-elected by 
acclamation. Other officers are 
listed in another paragraph. 

The usual special Rock Island 
train left Chicago, Wednesday 
night, with 73 aboard. An inno- 
vation, this year, was the pre-golf 
party buffet supper and “open 
house” at the Illinois A. C., Chi- 
cago, sponsored by the Central 
States Hardware Club on Wednes- 
day afternoon and evening, Sept. 
14. About 89 attended this affair. 
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Succeeds Ward Walker. 


president. 


W. M. Baldwin new vice- 
C. V. Lilse is New Champion with Al 


Wright as Runner-Up. More than 300 attended 13th 
annual meeting of Hardware Golf Association Sept. 
15-17, 1938, at The Elms Hotel, Excelsior Springs, 


Mo., with 204 golfers. 


Central States Hardware 


Club gave Chicago buffet supper on Sept. 14. 


at which President Allen J. Cole- 
man acted as toastmaster. Bill 
Feddery, HarpwareE AGE, chair- 
man of the Central States Hard- 
ware Club’s executive committee, 
spoke briefly on the rapid success 
of this club, with 237 members in 
six months. He stressed that it was 
a social organization for manufac- 
turers and their salesmen who had 
served the hardware trade for 15 
years or more. He announced an 
annual dinner of the club to be 
held at Hackney’s, Atlantic City, 
Oct. 15, 1938, for members only, 
and said there would be a business 
meeting in Chicago, Jan. 12, 1939. 


At its closing dinner session, 
the Hardware Golf Association 
elected the following directors: 
Ward Walker, Isaac Walker Hdwe. 
Co., Peoria, Ill.; J. C. Shepherd, 
Sheffield Steel Co., Kansas City, 
Mo.; L. M. Pinkston, Wyeth 
Hdwe. & Mfg. Co., St. Joseph, 
Mo.; C. D. Junge, Witte Hdwe. 
Co., St. Louis, Mo.; Andrew Cam- 
eron, Wright & Wilhelmy Co., 
Omaha, Nebr.; Henry A. Ho- 
eynck, Simmons Hdwe. Co., St. 
Louis, Mo.; R. L. Rockholz; John 
Holmes, Holmes Hdwe. Co., 
Pueblo, Colo.; C. B. Crets, Van 
Camp Hdwe. & Iron Co., Indian- 


(More pictures on pages 46 and 48. Story continues on page 48) 


Left to right: 1—Frank J. Daugherty, Richards-Wilcox Mig. Co., and Ted 
Young, Lufkin Rule Co. 2—Bill Olsen, Lamson & Sessions Co., and Ralph J. 
Williams, The Ray-O-Vac Co. 3—Mark J. Lacey. The Peck Stow & Wilcox 
Co., and Geo. W. Eckhardt, John H. Graham & Co. 4—Cliff A. Merriman, 
Cyclone Fence Co. 5—Len P. Finley, Union Fork & Hoe Co.; W. B. Dunham, 
Republic Steel Corp., and Bill Feddery, HARDWARE AGE. 6—Geo. H. Beau- 
din, J. Wiss Sons Co., Kraeuter & Co., and Kroydon golf equipment. 
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TG ALL PARTIES 


@ Republicans .. . Democrats... Liberals . . . Conservatives . . . they all like 
Thermos brand vacuum ware... 

Take advantage of Thermos popularity—feature Thermos brand vacuum 
bottles—and sell Thermos specialties along with them! 

It's time now to order a representative stock—if you're to get your share 
of Thermos gift-season profits. Display it prominently . . . it'll bring customers 
in—and they'll buy / 

THE AMERICAN THERMOS BOTTLE COMPANY + NORWICH, CONNECTICUT 


Spherical Jug Set . . . A real eye-catcher wherever 
displayed—a very popular gift item. Available in chro- 
mium combined with a selection of pastel shades of 
enamel or with black alumilite. Retails $9.00. 


A Complete Line of vacuum bottles and lunch kits... Thermos styles for 
every taste —round or non-rolling bottles in quart, pint and half-pint sizes. 
Thermos brand lunch kits — models for youngsters, older children and men— 
all are leaders in quality and sales. 


Picnic Case . . . Sells complete with sandwich box 
(no bottles) at $2.98. And you'll always sell bottles 
with it! No. 17 Bottles . . . The finest in the Thermos 
line. Chromium plated brass case. Quart (illustrated 
above) retails at $3.75; pint $2.50; half-pint $2.25. 


Ice Containers . . . Keep an eve- Cocktail Shaker... Drinks made in 
; 7 5 THE ONLY 
ning’s supply of chipped or cubed this combination shaker-muddler 
ice. Chromium bowl retails at remain fresh and undiluted for many 
$12.00; light oak gallon pail, $12.50. hours. All-chromium. Retails at $7.50. 


Stated capacities are approximate CRASS HARE 080.09. POR. COREE 


LOOK FOR THE REGISTERED TRADE-MARK THE BOTTOM OF VACUUM WARE 
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At the 1938 Hardware Golf Tournament, Excelsior Springs, Md. 





Left to right: 1—This top row of action shots were taken by J. C. Sheperd, Sheffield Steel Corp., a past president of the 
golf association. His handsome models, left to right, are R. A. “Dick” Sundvahl, Corbin Screw Corp., secretary of the 
Hardware Golf Association and said to be exhibiting perfect form; Geo. H. Halpin, Minnesota Mining & Mfg. Co., 
newly elected president of Hardware Golf Ass‘n.; John J. Wallace, Clemson Bros., Inc.; Herman Kuhlke, Richards & 
Conover Hdwe. Co.; Ed. Anderson, Knapp & Spencer Co.; Herb Megran, Starline, Inc., and A. E. Magnuson, Larson 
Hdwe. Co., in large scenic view John Mize, Blish, Mize & Silliman Co. 2—Phillip Embury and Bert Clarke, Embury 
Mig. Co. 3—Ward Walker, Isaac Walker Hardware Co., retiring president of Hardware Golf Ass‘n., presenting trophy 
to R. W. “Bunny” Harper, Harper & McIntire Co. 4—A friend with William H. Fitch, and H. G. Starkes, Rich- 
ards-Wilcox Mig. Co., singing “On Her Hat She Wore a Yeller Ribbon.” 5—R. M. Parsons, Stanley Tools, and 
W. Withington, American Fork & Hoe Co. 6—Don S. Brisbin, Columbus-McKinnon Chain Co., John Wyeth, Sr., Wyeth 
Hardware & Mfg. Co., and Jack D. McCue, Russell & Erwin Mig. Co. 7—Julius K. Werner, Wyeth Hdwe. & Mfg. Co.. 
and Al Wright, Conn. Valley Mfg. Co., two major prize winners 8—J. C. Sheperd, Sheffield Steel Corp., who took the 
action shots at the top of this page. 9—A. J. “Allie” Eggleston, Richards-Wilcox Mig. Co. 10—Walter D. Dodge, Yale 
& Towne Mig. Co. and Ernie Williams, Inland Steel Co. 11—W. M. Baldwin, Rogers & Baldwin, new vice-president. 
Hardware Golf Ass‘n. and Ralph Irwin, Yale & Towne Mig. Co. 13—Owen Newby, Stowe Hdwe. & Supply Co., K. C. 
Warner, “Hardware World,” and a group of dining golfers. 14—C. V. Lilse, Lilse Mig. Co., the new champion of the 
Hardware Golf Association. 15—E. Rudd, Ben Leve and F. E. Gridley seated with Geo. E. Dresser, standing, all of 
Carborundum Co. Mr. Leve is also secretary of the Central States Hardware Club. 
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~The Public wan ts 
BIG VALUE these days. 


You, Mr. Dealer, can 
give it to them! 


ERD 2: PADLOCK 


EYE APPEAL+ DURABILITY + 


NEW PROCESS FINISH "“ZAMAK" METAL RUSTLESS BODY 
NEW MODERN PATENTED DESIGN NICKLE PLATED STEEL SHACKLE 
TWO CORRUGATED STEEL KEYS STURDY MECHANISM 





Get Ready NOW for Big Business on this Big Value 
25¢ Retailer Padlock No. 9954. Ask your Jobber or write us 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW YORK NEW BRITAIN, CONNECTICUT CHICAGO 
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apolis, Ind.; Geo. C. Black; W. 
Withington, American Fork & Hoe 
Co., Cleveland, Ohio; M. R. Peck, 
McKay Co., Pittsburgh, Pa.; A. 
J. Eggleston, Richards - Wilcox 
Mfg. Co., Aurora, Ill.; H. B. Me- 
gran, Starline, Inc., Harvard, IIl.; 
I. L. Jennings, Lamson & Sessions 
Co., Cleveland, Ohio, and R. J. 
Williams, The Ray-O-Vac Co., 
Madison, Wis. 

The past president trophy was 
won by Julius K. Werner, Wyeth 
Hardware & Mfg. Co., St. Joseph, 


“Bunny” W. Harper, Harper & 
McIntire Co., Ottumwa, Iowa. 
Other winners were: 

Class B Flight Winner—J. R. 
Hinkle, Hercules Powder Co.., 
Wilmington, Del.; Class C Flight 
Winner—Herman Kuehlke, Rich- 
ards & Conover Hdwe. Co., Kansas 
City, Mo.; Class D Flight Winner 
—A. E. Magnuson, Larsen Hdwe. 
Co., Sioux Falls, S. D.; Class E 
Flight Winner—E. F. Williams, 
Atlas Tack Corp., Omaha, Nebr.; 
Class F Flight Winner—F. W. 


Trophy Runner Up—John Wyeth. 
Sr., Wyeth Hardware & Mfg. Co.. 
St. Joseph, Mo.; Class B. Flight 
Runner Up—Geo. Roth, Simmons 
Hardware Co., St. Louis, Mo.: 
Class C Flight Runner Up—C. E. 
Kendall, Pittsburgh Steel Co.. 
Pittsburgh, Pa.; Class D Flight 
Runner Up—C. A. Andersen, Har- 
per & McIntire Co., Cedar Rapids, 
Iowa; Class E Flight Runner Up 
—James English, National Screw 
& Mfg. Co., Chicago, IIl., and 
Class F Flight Runner Up—L. L. 








Mo., and low net score in qualify- Dixson, Luthe Hardware Co., Des Dietz, Plymouth Cordage Co.. 
ing round was won by Russell Moines, Towa; Past Presidents Chicago, Til. 





Left to right: 1—A. T. MacSpedon, Stanley Works with Dietz Lusk and Ed A. Knudtson, Henry Disston & Sons, Inc. 
2—Walter T. McInerney, Brown-Camp Hardware Co., Dennis A. Merriman, Mrs. McInerney and Jack Patterson, Amer- 
ican Steel & Wire Co. 3—S. L. Hall, Smith Bros. Hdwe. Co. 4—Dick Healy, Animal Trap Co. of America and Karl V. 
Weis, Buffalo Bolt Co. 5—Seated, Lee Murphy, Sager Lock Works and T. R. Clendinen, Turner, Day & Woolworth Handle 
Co. Standing, Jack McCue, Russell & Erwin Mig. Co., Bill Feddery, HARDWARE AGE, and Ben Leve, Carborundum 
Co., and secretary, Central States Hardware Club. 6—K. W. “Pat” Atkins, E. C. Atkins & Co. 7—Ned Swift, Stanley 
Works, and Geo. B. Garland, Townley Metal & Hardware Co. 8—Ben Billinger, Reynolds Wire Co.; M. R. “Cy” Peck, 
The McKay Co., and Steve P. Duffy. Hall Hardware Co. 9—D. V. Williams, Marshalltown Trowel Co.; Spencer T. Olin, 
Western Cartridge Co.; R. M. Burgess, Federal Enameling & Stamping Co.; Geo. Clifford, Fayette R. Plumb, Inc., and 
Harry Hanson, Damascus Steel Products Co. 10—Geo. E. Hopf, Henry Disston & Sons, Inc.; Pat T. Gibbons, Stanley 
Works, Henry Hoeynck, Simmons Hdwe. Co., Jack Crandall and Frank Kane, American Steel & Wire Co., and Len 
V. Rowlands, HARDWARE AGE. 11—J. C. Foster, Northwestern Steel & Wire Co.; Dennis A. Merriman and Jack Pat- 
terson, American Steel & Wire Co. 12—B. Hockaday, Russell Burdsall & Ward, and Paul I. Gassman, Arcade Mig. 
Co. 13—Harold Cunningham and S. Bywater, Ames-Baldwin-Wyoming Co. 14—Lee Murphy, Sager Lock Works; Phil 
Snyder. Yale & Towne Mig. Co., and W. F. Girard. Richards & Conover Hdwe. Co. 
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“SELLING POINTS” 
on PLUMB AXES 


® Plumb Axes have One-piece 
solid stee] heads — not two 
Pieces welded together, 


® Plumb heat-treated steel is 
tougher, takes liye temper, 
makes axe Stay sharp and last 
longer. 


® Selected hickor handles 
UGHT DOUBLE BIT WESTERN absorb shock in naples 
DREADNA 


® Plumb design and hang give 
axes the “fall” for easier, 
faster chopping. 


® Wide variety of Single and 
double bit patterns to please 
MPION SINGLE BIT DAYTON individual preference. 
CHA 


®@ Many finishes add greater 
beauty for sales-making eye 
appeal. 


®@ Peter Mel aren — America’s 
ionC — I 
JERSEY Champion Chopper uses only 
LIBERTY SINGLE BIT The Plumb; it cuts his chop. 
ping time by 20%, 


YTON 
LIBERTY SINGLE BIT LONG DA 





. 8S. A. 
R. PLUMB, INC., ct ence at 


“ 
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RETAILERS NATIONAL COUNCIL COMMITTEE 


TO FIGHT 


( Washington 
of HARDWARE 


Bureau 
AGE) 
Representatives of the Re- 

tailers National Council, includ- 
ing Rivers Peterson, Indian- 
apolis, Ind., managing director, 
National Retail Hardware Asso- 
ciation, met in a two-day session 
on Sept. 14-15, elected officers 
for the coming year, and ap- 
proved the appointment of a 
permanent committee on trade 
relations whose job will be to 
guide the ten national retail 
trade member groups in their 
opposition to unfair methods of 
competition. 

Specifically, the practices men- 
tioned included fake wholesalers 
selling at retail, discount 
schemes, questionable employee 
buying plans and other “leak- 
ages” normal channels of 
distribution estimated by Wil- 
liam J. Cheyney, Retail Furni- 
ture Association at a billion dol- 
lars a year. The WPA policy of 
purchasing clothing direct from 
manufacturers was discussed at 
length and while representatives 
of all groups promised full co- 


from 


operation in any program to al- 
leviate suffering, attention was 
directed to distribution costs 
which cannot be avoided and to 
the fact that the Administration 
is up against inherent difficulties 
faced by every retail merchant. 

Lew Hahn, Retail 
Dry Goods Gerald 
Grosner, National Association of 
Retail Clothiers and Furnishers, 
and Dr. Paul Nystrom, Limited 
Price Variety Stores Association, 


National 
Association, 


were named to study the eco- 
nomic effects of Government dis- 
tribution and were instructed to 
make recommendations for some 
of relieving 
surpluses by Government action 
upsetting the 
function of established distribut- 
ing channels. 

In discussing the need for co- 
ordination of state and Federal 
tax structures and Government 
economy to prevent further defi- 
cit, Dr. Nystrom told the dele- 
gates that there are more _per- 


alternative method 


without normal 


sons on relief in one form or 


another than there are employed 
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UNFAIR METHODS 


in all of the country’s retail 
stores. 

Roscoe R. Rau, general man- 
National Retail Furniture 
Association, was elected presi- 
dent, succeeding Herbert P. 
Sheets, National Retail Hardware 
Association. Rivers Peterson, 
managing director, N.R.H.A., was 
named vice-president, succeeding 


ager, 


Gerald Grosner. Harold R. 
Young, Washington representa- 


tive of the National Retail Dry 
Goods Association, was re-elected 
secretary; Herbert J. Rich, Na- 
Shoe Retailers Associa- 
tion, was re-elected 
succeeding himself. Louis Roths- 
child continues as assistant sec- 


tional 
treasurer, 


retary of the group. 

Other subjects up for consider- 
ation included the current census 
of distribution being conducted 
by the Bureau of the Census; 
the coordination of Government 
statistics with those of private 


Cc. L. VOLKMAN MANAGES 
POLLAK FENCE POST DIV. 


C. L. Volkman, associated with 
The Pollak Steel Co., Cincinnati, 
Ohio, in sales and advertising 
capacities for more than 20 years 
has been appointed manager 21f 
the company’s Fence Post Divi- 
sion. He continues as manager 
of construction materials. He 
succeeded C. G. Talbot as man- 





Cc. L. VOLKMAN 


OF COMPETITION 


enterprise affecting distribution; 
cooperation with the Government 
in the so-called anti-monopoly 
investigation; the effect on retail 
trade of trade practice confer- 
ences held by the FTC with 
manufacturers; and truck regu- 
lation as it affects store deliv- 
eries. Mr. Hahn was named to 


represent the Council on the 
National Highway Users Con- 
ference. 


Asseciations represented at the 
conference were: American Na- 
tional Retail Jewelers Associa- 
tion, National Association of Re- 
tail Clothiers & Furnishers, Lim- 
ited Price Variety Stores Associa- 
tion; National Council of Shoe 
Retailers Association; National 
Retail Dry Goods Association; 
National Retail Hardware Asso- 
ciation; National Retail Furni- 
ture Association; National Asso- 
ciation of Food Chains; and 
Mail Order Association of 
America. 


ager of the Fence Post Division 
when Mr. Talbot resigned be- 
cause of poor health. 


NORGE APPOINTS NEW 
EAST, WEST SALES MGRS. 


P. B. Zimmerman, vice-presi- 
dent in charge of sales for Norge 
Div., Borg-Warner Corp., has 
announced two appointments to 
the Norge sales staff. Glenn 
O’Harra, former sales manager 
of the Norge range division, was 
named eastern sales manager 
for Norge. R. E. Densmore, for- | 
mer refrigeration sales manager, 
was appointed western sales man- 
ager for Norge. 


NORTHWESTERN STEEL 
APPOINTS W. H. LAVAC 


William H. Lavac has been 
appointed sales agent for North- | 
western Steel & Wire Co., Ster- 
ling, Ill, with offices at 45 
Warren St., New York City. Mr. 
Lavac will handle poultry and 
fur farm netting, hardware cloth, 
industrial wire cloth, ornamental 
lawn fence, flower bed border 
and ornamental gates. 





WALT R. FOSS 


ELECT FOSS DIRECTOR 
OF BAUER MFG. CO. 


Walt R. Foss, president and 
general manager, Wooster Brush 
Co., Wooster, Ohio, was recently 
elected a director of The Bauer 
Mfg. Co., ladder manufacturers, 
also of Wooster. T. E. Steiner 
was re-elected president of The 
Bauer Mfg. Co. J. E. Weiser is 
vice-president and treasurer and 
H. G. Arnold is general manager 
and secretary. Other directors 
re-elected were: Jacob Musser, 
George Gerstenslager and W. O. 
Weiser. 


TRICO FUSE NAMES 
LOUISIANA AGENT 


Trico Fuse Mfg. Co., Milwau- 
kee, Wis., has appointed Marine 
Specialty & Mill Supply Co., 201 
Julia St., New Orleans, La., as 
distributors for the state of 
Louisiana and for southern Mis- 
sissippi. The complete line of 
Trico fuses and other brands of 
fuses made by the Trico com- 
pany and clamps, for fuse clips, 
test clamps and fuse pullers and 
lubricators will be handled by 
the Marine Mill Specialty & Mill 
Supply Co. 


ILLINOIS ASSN. MEETS 
IN PEORIA 


The Illinois Retail Hardware 
Assn. will hold its annual con- 
vention Jan. 31, Feb. 1 and 2, 
1939, at the State Armory, 
Peoria, Ill. C. G. Gilbert, 1155 
| Merchandise Mart, Chicago, is 
| manager-treasurer. 
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N.R.H.A. SECRETARY'S CONFERENCE PLANS 
FOR NATIONAL HARDWARE WEEK, MAY 6-13, 1939 


National Hardware Week, 
May 6-13, 1939, was one of the | 
main topics of the annual con- | displays with prices plainly indi- 
ference of secretaries of state 
associations affliated with 
N.R.H.A., held at the Lincoln 
Hotel, Indianapolis, Ind., Au- 
gust 29 to Sept. 2. The 1939 Na- 
tional Hardware Week will in- 
clude two Saturdays and will 
again have as its objective a 
plan “To make consumers more 
hardware conscious.” The slogar. 
“Check the Hardware Store for 
Values and Variety,” will be 
used in 1939 as it was for the 
1938 campaign. The kit for the 
1939 National Hardware Week 
will sell at the same price as 
this year’s kit but will contain 
more display pieces—a total of 
212. The kit will also include 
5 mats for newspaper use. 

Plans were outlined for pro- 


ing the campaign week. 











W. GLENN PEARCE 


The promotion of a Fall House- 
moting National Hardware Week | wares Week in mid-September, 
the week before the event. The | 1940, was also discussed. 

recommendation was made that W. Glenn Pearce, Pennsy]l- 
dealers install banners and other  vania & Atlantic Seaboard Hard- 


cated be installed on May 5. | Retail 


display material for the cam- | ware Association, headed the 
paign in their stores and win-| committee which handled the 
dows on Monday, May 1, and that | National Hardware Week as- ' 


on Thursday, May 4, they ad-| signment at the conference. 
vertise goods to be featured dur- | Others on the committee were: 





Philip R. 

Jacobson, lowa Retail Hardware Association; Veach C. Redd, president 

NRHA; John B. Foley, New York State Retail Hardware Association; 

Dan Scoates, Texas Hardware and Implement Association; J. V. Guil- 

foyle, Southern California Retail Hardware Association; Dick Harding, 

former NRHA promotion man, and Charles F. Nelson, Oklahoma Hard- 
ware and Implement Association. 


Discussing National Hardware Week at the conference: 
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It was | J. V. Guilfoyle, Southern Cali- 
also recommended that window | fornia Retail Hardware Associa- 


tion; Philip R. Jacobson, Iowa 
Hardware Association; 
John B. Foley, New York State 
Retail Hardware Association; 
Charles F. Nelson, Oklahoma 
Hardware & Implement Associa- 
tion; Dan Scoates, Texas Hard- 
ware & Implement Association 
and Harold Daschner. Veach C. 
Redd, N.R.H.A. president, was 
advisor. 

The general theme, “Sell 
Hardware” was adopted for the 
1939 state association conven- 
tions. Formation of a National 
Fair Trade Committee for the 
retail hardware trade was recom- 
mended, with the committee to 
be headed by a representative of 


the state association secretaries, | 


a member cf the 


board of directors and Rivers 


N.R.H.A. | 


Peters, managing director, N.R.- | 


H.A. The committee would have 





DENNIS A. MERRIMAN 


D. A. MERRIMAN HEADS 
CHAIN INSTITUTE, INC. 


Announcement has been made 
of the appointment of Dennis A. 
Merriman as managing director 
of the Chain Institute, Inc. The 
Chain Institute embraces prac 
tically all manufacturers of 
chains in the United States, and 


| the officials in looking for some- 


one dealer from each state. 
The committee would obtain 
data as to companies having | 


Fair Trade Act contracts, main- 


tain a record of laws and de- | 


cisions in each state concerning 
Fair Trade Laws, etc. Active 
support of the Patman chain 
store tax bill was voted. Other 
topics discussed included em- 
ployee-employer relations, and 


| formation of a National Trade 


Relations Committee. 


MAHNKEN IS SEC. OF 
BENEDICT MFG. CO. 


William J. Mahnken has been 


| appointed secretary and general | 
| sales manager of the Benedict 


Mfg. Co., E. Syracuse, N. Y., 


| manufacturers of holloware, tro- 
| phies, hotel, restaurant and soda 


fountain equipment, etc. Mr. 


Mahnken has been active in sales | 


and promotional 


with the Toledo Scale Co., To- 
later becoming general 
sales manager of Stimpson Corp., 


ledo, 


was in charge of new business, 


work for the | ~ ? 
£22 H : ee | Corp., New Brunswick, N. J., are 

3 A 3 > was "v Ss ° . 
years. fe was previous'y | now being manufactured and dis 


| Wellsburg, W. 


one to conduct the affairs of the 
Institute selected Mr. Merriman 
because of his wide experience 
in the steel industry and suc 
cessful executive ability in all 
phases of industrial manage 
ment. 

Mr. Merriman has an exceed- 
ingly large acquaintance from 
coast to coast with manufac- 
turers and distributors of steel 
products, and bears an excellent 
reputation among all of them. 

The Chain Institute is to be 
congratulated on having secured 
the services of Mr. Merriman. 

His office will remain at 208 
South La Salle Street, Chicago, 
il. 

EAGLE MFG. CO. TO 
MANUFACTURE “SCAN 
CANS” 


formerly manu 
Plastics 


“Scan Cans,” 
factured by Universal 


Mfg. Co., 


Universal 


Eagle 
Va. 


tributed — by 


E | Plastics Corp. will continue to 
Louisville, Ky. Until recently he | 


advertising and sales promotion | 


work for the Atlas Tack Corp., 
Fairhaven, Mass. 


make molded parts used in the 
production of “Scan Cans.” The 
Eagle company is also adding a 
line of transparent oilers to its 
present line of metal oil cans. 
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A. E. Snyder, sales manager, W estinghouse Lamp Division, Westinghouse Electric & Mfg. Co., 
Bloomfield, N. J., gives final instructions to five of the division’s six lighting engineers, before 


starting on their lecture trips which will cover the entire nation. 


Each of the six engineers 


will give demonstration lectures to lamp dealers, jobbers, utilities, civic organizations and 
lamp consumers. Left to right are; Mr. Snyder, Frank Brady, Atlanta; W. N. Aldrich, Chicago; 
T. B. Armstrong, Pittsburgh; R. G. Slauer, New York City, and L. W. Noble, St.:ouis. The 
sixth engineer, Gene Smith, San Francisco, received his instructions at his headquarters. 


WESTINGHOUSE LAMP DIVISION STARTS CAMPAIGN 
TO HELP DEALERS, JOBBERS SELL MORE LAMPS 


A comprehensive plan to help 
dealers and _ wholesalers _ sell 
lamps has been announced by 
the Westinghouse Lamp _ Divi- 
sion, Westinghouse Electric 
Mfg. Co., Bloomfield, N. J. A 
novel part of the three-way pro- 
gram is the launching on Sept. 
1l of a caravan of six demonstra- 


tion trucks, which will carry the | 


story of the campaign to all large 


towns in the United States. Edu- | 
cation and inspiration of dealers, | 


jobbers and of public utility em- 
ployees is the general object of 
the program. 

The plan has three parts; 
traveling demonstrations, mer- 
chandising help and a jobber 
salesman contest. The first part, 
the traveling demonstrations, is 
for dealers, jobbers, utilities and 
also the ultimate consumer. The 
second part includes education 
in merchandising, largely direct- 
ed to jobbers and dealers, and 
executed by utility salesmen and 
Westinghouse salesmen. This 
part also includes dealer helps, 
manuals for use in selling to par- 
ticular types of customers, such 


as industrials, advertising pro- | 


grams, window display material, 
sales promotion material and 
merchandising devices. The third 
part is a jobber salesman contest 
lasting six months, with prizes 
and carefully worked-out instruc- 
tions and blank records so that 
the maximum permanent in- 
crease in lamp business will be 
obtained with little bothersome 


computation and record keeping. | 


Each demonstration truck will 
have over $1500 worth of dem- 
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& | 


onstration equipment, and will be 
in charge of a specially trained 
man with engineering — back- 
ground, who will deliver talks on 
various lamp subjects to suit the 
different audiences meets. 
Meetings will be held for: job- 
bers, salesmen, utility executives 
and dealers, the public and for 
utility employees, industrial 
plant employees, foremen’s clubs. 
Each meeting will show people 
how to use electric lamps more 
wisely and more effectively. 


he 


One demonstration on indus- 
trial lighting will show what 


dollars and cents profits manu- 
facturers can expect when they 
improve factory lighting. 
other talk demonstrates good and 
bad use of light in show windows 
and on store fronts and shows 
how and why light is an aid to 
selling. A_ third «demonstration 
entitled, “What light for school 





An. | 


| Hardware Co., 


children?” tells what light school 
children should have, and why. | 
It is suggested that jobber sales- | 


men tell dealers exactly how to 
set up their counters, what lamps 
to put on them and how and 
why. A_ book, “Merchandise 
Lamps the Westinghouse Way,” 
is furnished jobber salesmen, in 
which are quoted specific exam- 


| ples of increased sales, principles 


of displaying lamps and plans of 
typical counters, together with 
details of available fixtures and 
other aids. 

The contest for jobbers’ sales- 
men will be launched Oct. 1. 
Within each of the six Westing- 
house Lamp districts a total of 
100 teams of jobber salesmen 


captained by Westinghouse sales- 
men, will compete for prizes, in 
the form of merchandise which 
the winning salesmen will select 


and will purchase through the | 


medium of certificates. One prize 
will go in each district to the 


winning jobber, to be distributed | 


among his competing salesmen. 
Another will awarded each 
month of the six months’ contest 
to all jobbers, 60 per cent of 
whose salesmen have secured one 


he 


or more contracts during the 
month. Still another prize will 
be awarded in each district to 


the jobber salesmen having the 
highest individual score. 





, J. M. BENNETT WINS 
IRWIN'S CONTEST 
J. M. Bennett, manager, ma- 


chinery department, Jones & Felt 
Childress, Tex., 





J. M. BENNETT 


was awarded $100.00 for suggest- 
ing the name “Palwin” for the 
sheath-type pocket screw driver 
made by Irwin Auger Bit Co. 
Wilmington, Ohio. Mr. Bennett’s 
suggestion was chosen as the 
best suggested name by the 
judges selected to consider the 
thousands of entries sent in to 
the company. C. V. Jones, Mr. 
Bennett’s employer, presented 
the award, a check for $100.00. 
to Mr. Bennett in behalf of the 
Irwin Auger Bit Co. 

The ‘‘Palwin’’  sheath-type 
pocket screw driver measures 
4% inches overall when ready 
for use and 3 inches overall with 
the blade sheathed in the handle. 
It is offered with handles in five 
bright transparent plastic colors: 
—amber, blue, red, orange and 
green, and also with an all black 
non-transparent handle. 





REYNOLDS HEADS SALES 
FOR TRIPLEWEAR DIVISION 

Charles L. Reynolds, Philadel- 
phia, was recently appointed sales 
manager of the Asbestos Wick 





| 
| 


| 
| 





CHARLES L. REYNOLDS 


Division, TripleWear Brake Lin 
| ings Corp., Paterson, N. J. Mr. 
Reynolds was formerly head of 
Reynolds Asbestos Products Co.. 
Philadelphia, prior to which he 
was in the oil stove and range 
burner business. He has had 15 
years of manufacturing and mer- 
chandising experience in the as- 
bestos wick line, making him well 
qualified for his new position. 





CATALOGS ON 
POULTRY SUPPLIES 


The Cyclone Mfg. Co., Urbana. 
| Ind., has issued two new catalogs. 
No. 38, on its lines of poultry 
equipment. One is a full-page 
size volume and the second a 
pocket-size addition. They illus- 
| trate and describe the complete 
| Cyclone line of modernized poul- 
try equipment. 
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suggest a Carborundum 
Brand Silicon Carbide 
No. 66 Sharpener for easy 


ADDED PROFIT 


Every time you sell a knife there’s 
a chance for you to make an extra 
sale... and an added profit nd 
simply by suggesting @ Carborun- 
dum Brand Silicon Carbide No. 
66 Sharpener. Wives are especially 
good prospects for this quick, easy- 
to-use Sharpener. Be sure to have 
vour salesmen pair up their sales by 


suggesting the 66”. 


ANOTHER QUICK PROFIT ITEM 


‘This handy seissors sharpener ap- 
peals to every woman, young or old. 
Put it on your counter and suggest 
one every time you sell a pair of 
scissors or make change. You'll be 
surprised how the No. 9 Carborun- 
dum Brand Scissors Sharpener will 


bolster up your sales. 


THE CARBORUN 


Sales Offi 
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ar ouses in N York, C ucago Phil 
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WESTINGHOUSE ELECTS 

WILLIAMS AS VICE-PRES. 

Frank B. Williams, Jr., has 
been elected vice-president 
charge of the merchandising di- 





FRANK B. WILLIAMS, JR. 


vision, Westinghouse Electric & 
Mfg. Co. He assumes charge ot 
the division immediately and will 
make his heaajuarters in Mans- 
field, Ohio. He succeeds A. E. 
Allen who has resigned. Mr. 
Williams resigned as vice-presi- 
dent and sales manager, Diehl 
Mfg. Co., the electrical division 
of The Singer Mfg. Co., Eliza- 
bethport, N. J., to join Westing- 
house. 

Mr. Williams started his indus- 
trial career on the test floor of 
the Diehl company following his 
graduation from an engineering 
school. In 1915 he was produc 
tion manager for the company. 
Three years later he joined the 
sales department of Western 
Electric Co., becoming manager 
of the power apparatus sales di- 
vision of that company’s New 
York district in 1920. Later he 
continued in that position with 


Graybar Electric Co., when that | 


company was formed. He re- 
turned to the Diehl company in 
1927 and was elected a vice- 


ty * 

We 

17. rex ? 
oe are 7 


in | 


| sistant 


president in 1930. The Merchan- | 
dising Division of Westinghouse | 
conduts the business of the com- | 
pany in refrigeration, air condi- 
tioning, ranges, heating appli- 
ances, etc, 


A. G. FARBER JOINS 
J. E. SAWYER & CO., INC. 


Alfred G. Farber, Schnectady, | 
N. Y., has been appointed sales 
manager of J. E. Sawyer & Co., 
Inc., Glens Falls, N. Y., and as- 
Robert E. Patterson, 
of the Sawyer 


to 
vice - president 





ALFRED G. FARBER 


organization. For the past 16 


; years Mr. Farber has been con- 


| 
| 


| lected 


with the Clark Witbeck 
N. Y. Prior | 


nected 
(o.. Schenectady, 


| and 





ELECT LANE PRESIDENT 


Witbeck Co. he was with Herki- | NEW ENGLAND PAINT CLUB 


to his connection with Clark 
mer Hardware Co., Herkimer, 
N. Y 


Mr. Patterson has been with 
the Sawyer company for the past 
46 years. J. E. Sawyer & Co., 
Inec., was founded in 1883 by the 
late Joseph E. Sawyer. The com- 
pany specialized in jobbing iron, 
steel, heavy hardware and mill 


supplies but recently added 
heating and plumbing supplies, 
paints, varnishes, etc. 


NORTH JERSEY DEALERS 
HEAR CHAIN STORE TALK 


Mr. Daughters and Mr. Bindell, 


| Freedom of Opportunity Founda 


tion, addressed the Sept. 20 
meeting of the North Jersey 


Hardware & Supply Association, 
held at the Hotel Plaza, Jersey 





City, N. J. Mr. Daughters spoke | 


on the Patman Community Pres- 
ervation Bill, which would tax 
chain store operators conducting 
over nine stores. Mr. Daughters 
that taxes would, under 
of the act, mount 


stated 
the terms 


Franklin J. Lane, vice-presi- 
dent and Kyanize sales manager. 
Boston Varnish Co., Boston. 





FRANKLIN J. LANE 


Mass., was elected president of 


the Paint & Oil Club of New 


| England, held Sept. 22 at the 


higher and higher for each addi- | 


tional unit. Michael M. M. Mar- 
tyniak, magician, mystified the 
dealers and their friends with a 
showed those present 
tricks for their friends. 
Plans were discussed 

Ladies’ Night 
time in the future. 


for a 


| Lane’s address. 


to be held some | 


number of unusual feats of magic | the 


how | 
| they too could perform the same | 


Salem Country Club. In _ his 
address of acceptance of the 
office Mr. Lane stated that the 
group was heartily in favor of 
“Sales Mean Jobs” cam- 
paign. Those present pledged 
themselves in favor of supporting 
the campaign following Mr. 
Mr. Lane suc- 
E. Morton as 


ceeded Eugene 


| president of the club. 


JOHN LUCAS & CO., INC., CELEBRATES 90TH 


John Lucas & Co., Inc., Phila- 
delphia, Pa., paint and var- 
nish manufacturers recently cele- 
brated its 90th anniversary at a 


| three-day sales convention held 


at Gibbsboro, N. J., and in Phila- 
delphia. Eighty-three members 
attended the sales meetings at 


| Gibbsboro, the original site se- 


founder, John 
The third day 


the 
1849. 


by 
Lucas. in 


of the convention a sales and 


‘ advertising meeting was held at 


the Benjamin Franklin Hotel, 
Philadelphia. In the afternoon 
the convention moved to Oak 


Terrace Country Club, where the 
afternoon was devoted to recrea- 
tion. A banquet concluded the 
festivities, with 125 men, includ- 
ing all salesmen and department 
heads, in attendance. 





YEAR AT MEETING 


At the banquet a new sedan 
was presented to Mr. Coste ot 
the Boston division for meritori- 
ous sales service. Walter A. 
Gorrell, vice-president and gen- 
manager, John Lucas Co. 
closed the convention with a 
short address emphasizing the 
new Lucas slogan, “Over the Top 
in °39.” 


eral 





Members of John Lucas & Co., Inc., Philadelphia, Pa., paint and varnish manufacturers, who attended the company’s three 
day convention. The Lucas men are shown in Gibbsboro, N. J. the original site selected by the founder of the business. 
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FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western O ffices and Plant, Kankakee, Ill.; Sales 
Offices: Merchandise Mart, Chicago; New 
York, Boston, Atlanta, Dallas, San Francisco. 


OCTOBER 6, 1938 


First: The name Florence means something to your customers. It’s 
been a household word for more than 65 years, Cuts sales 
resistance! 

Second: You can cover all your heater requirements in the big 
Florence line. Circulating and Radiant Heaters with Sleeve 
Type or Pot Type burners; Cabinet Heaters with Wickless 
Kerosene burners; Kitchen Heater, Garage Heater, Room 
Heaters—and a line of Range Oil Burners and Combination 
Ranges. There’s a sale for every prospect. 

Third: Florence is not only advertising extensively throughout the 
country but is also backing up its dealers with practical sales 
helps such as colorful window and floor displays, direct mail 
folders for prospects, and compelling Ad-Mats for local news- 
paper advertising. 

Send for catalog, prices, sales promotion plans—and ask about the 

Florence Budget Plan. 


OIL RAI GES - GAS RANGES - HEATERS - RANGE BURNERS 
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W. J. EBERLEIN ELECTED 

KEYSTONERS’ PRESIDENT 

W. J. Eberlein, Greenfield Tap 
& Die Corp., was installed as 
the new president of The Key- 





w. J. 


EBERLEIN 


stoners at the fall meeting held 
at the Llanerch Country Club, 
Llanerch, Pa., Sept. 16. David 
Moffat, The L. S. Starrett Co., 
retiring president, was presented 
with a handsome watch and chain 
set by members in appreciation of 
his untiring efforts in guiding the 
organization, which is comprised 
of manufacturers’ salesmen call- 
ing on the trade in the metropol 
itan Philadelphia area, through a 
very successful first year. Robert 
Brown, Union Twist Drill Co. 
was elected vice-president and 
M. G. Hayden, manufacturers’ 
representative is the new secre- 
tary-treasurer, succeeding Arthur 
E. Meigs. 

Before the meeting the group 
held its first annual membership 
golf tournament, members com- 
peting for a cup donated by J. G. 
Dieterle, Jr., Abrasive Co. The 
trophy, to be known as the Die- 
terle Cup, will be presented each 
year to the member having the 
lowest gross score. Robert Brown, 
with a low gross of 90, led the 
march to the “19th hole” as the 





DAVID MOFFAT 





first holder of the cup. Don Cole- 
man had the low net of 73. Prizes | 
were also presented to Jack Die- 
terle, A. W. Gough and A. R. | 
Crank for the winning scores in | 
Obstacle Golf, Kicker’s Handicap | 
and High Gross respectively. 





PRATT & LAMBERT, INC. 
HOLDS SALES MEETINGS 


of 


Sales representatives the | 
western division of Pratt & Lam. | 
bert, Inc., Buffalo, N. Y., held a | 
two-day sales conference at the | 
Stevens Hotel, Chicago, recently. | 
C. D. Sproule, vice-president in 
charge of the western division, 
welcomed the salesmen. H. E. | 
Webster, president, discussed | 
business conditions and W. P. | 
Werheim, vice-president and ad- | 
vertising manager, outlined ad- | 
vertising plans for the next six 
months. R. W. Lindsay, vice- 
president and general sales man- | 
ager, was in charge of the| 
balance of the meeting. G. M. | 
Breinig, in charge of the odien | 
division, and W. C. Woodyard, 
manager of the architectural ser- 
vice department, western divi- 
sion, discussed selling problems 
and maintenance work. 

Representatives of the com- 
pany’s central, Canadian and in- 
dustrial divisions met Sept. 26 
and 27 at the Hotel Statler, Buf- 
falo, for a similar conference. 
C. J. Spaulding, general sales de- 
partment, discussed architectural 
and maintenance work in the 
central division. J. F. Maycock, 
railway division, spoke on indus- 
trial paint maintenance. Indus- 
trial group meetings were in 
charge of T. E. Murphy, mana- 
ger of industrial sales. At the 
banquet, Monday night, watches 
for 20 years’ service were pre- 
sented to H. C. Loomis, person- 
nel director; C. D. Roberts, ad- 
vertising department, and P. G. 
Roth, sales representative, cen- 
tral sales division. Specially de- 
signed cuff links, for 10 years’ 
service, were presented to W. T. 
Brady, D. W. Cadwell, sales rep- 
resentatives, central division; J. 
Harcourt, Canadian sales divi- 
sion, and A. T. Montanye and 
Frank X. Heindl, Jr., Buffalo 
plant. 

H. S. Prescott, vice-president 
in charge of the eastern division, 
welcomed those at the meeting 
held Sept. 29-30 at the Belmont 
Plaza, New York City. R. A. 
O’Hara, manager, architectural 
service, eastern division, reviewed 
the work of his department. Mr. 
Lindsay made an address which 
concluded the meeting in New 
York. F. C. Chretien, sales rep- 
resentative, received a watch for 
20 years service at the banquet, 
held Thursday night. G. R. 


Bouck received cuff links for 10 





| 


| The Schaible Foundry & Brass 


| ers’ Hardware Division, Brook- 


| of experience in builders’ hard- 





years’ service. 





NORRIS HEADS SALES FOR 
SCHAIBLE FOUNDRY CO. 


Frank J. Norris was recently 
appointed sales manager for 


Works Co., Cincinnati, Ohio, 
manufacturers of plumbers’ brass 
goods, and all cast brass cup 
type sink strainers. Mr. Norris 
was for 17 years director of 
sales and advertising for The 
Corcoran Mfg. Co., Cincinnati, 
which formerly manufactured 
steel medicine cabinets, _ steel | 
frame washing machine wringers, 
etc. 





SILVER REPRESENTS 
J. CHESLER & SONS CO. 
Abraham Silver has been ap- 
pointed representative for J. 


Chesler & Sons Company, Build- 


ABRAHAM SILVER 


ware field and is well-known 
throughout the wholesale and re- 
tail trade. He is a member of the 
Hardware Square Club and is 
one of the twelve men chosen 
on the Board of Governors >f 
Wholesale Jobbers in Greater 
New York. 


lyn, N. Y., New Jersey, and also 
Richmond County in New York. 
Mr. Silver has had many years 














(Wide World Photo) 


Bernard Zion, New York City, locksmith and inventor of the 
“Lockaid Gun,” attempted to pick the new “Segal Pick-Proof 
Cylinder” invented by Samuel Segal and manufactured by The 
Segal Lock & Hardware Co., New York City, with the “gun.” 
After several attempts to pick the new lock, before representa- 
tives of business publications and Metropol'tan newspapers, 
Mr. Zion admitted defeat. Mr. Zion had previously stated that 
he could pick any lock made with the aid of his “Lockaid 
Gun.” The “Segal Pick-Proof Cylinder” was announced in the 
May 5th issue of Hanpware ACE. 
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Are you using tis MAGIC TAPE 

















SCOTCH CELLULOSE TAPE 


Is Fully Transparent— 


Seals instantly without moistening! 


Makes odd shaped packages as easy to 
wrap and seal as regular shapes. 


Many time saving 
uses in your store: 
Holding bin cards 
and window posters. 
Making up window 
displays. Holding 
price labels to mer- 
chandise. Mending 
torn printed matter. 






r Send coupon 

today for in- 

troductory 
order! 







Made and Patented in U.S. A. by 


MINNESOTA MINING & MFG. CO. 


SAINT PAUL MINNESOTA 


‘Under one or mare of the following U.S. Potente: Nos 257021 1777SMR 1856086, 1614152 LOPTNTE 1990619, 1954005. Re. Mow 16742 19128, 


GEES ORDER BLANK 


AUTOMATIC SALES 





DEMONSTRATION Please ship through my wholesaler the items I have checked: 
0 2 Rolls 14” x 2592 in. Semnpanene 
Seal your packages with aa a 


Scotch Cellulose Tape and 0 1 Display No. 135 Scotch Cellulose Tape in 














Utility Dispensers, 3" x 300 in. (12-25c rolls)....... 2.00 
attract customers’ atten- . 
tion to a product you can Name aie licatdedalaceecsisaldlastnititatdaaniaadtdledmaddadaiiaata 
sell them for mending and Sites Oe Pe al ak 
sealing in home and office. 
ad tility Dispenser 94" x300 in. City — Hate —_—_ 
} a Price 25c complete. 
Packed 12 rolls to display. ee =a ieee 
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Manufacturers, Jobbers to Meet in Atlantic City, 
Oct. 17-20, at Marlborough-Blenheim 


Hardware Age Special to Arrive Sunday, Oct. 16 


Registration for the Atlantic 
City, N. J., joint annual conven- 
tion of the American Hardware 
Manufacturers Association and 
the National Wholesale Hard- 
ware Association will begin 9 
o'clock, Monday morning, Oct. 
17, at the Marlborough - Blen- 
heim, where both associations 
will have their headquarters. As 
has been the case in recent years 
attendance at the convention will 
tax the facilities of several hotels 
adjacent to the headquarters’ 
hotel. The convention will be 
the seventy-seventh semi-annual 
meeting for the manufacturers 
and the forty-fourth annual con- 
vention for the wholesalers. The 
Harpwake ACE Speci via Penn- 
sylvania Railroad, will again 
bring hardwaremen and _ their 
families to the convention a full 
day prior to the opening session. 

The joint opening session of 
the convention will be held Mon- 
day evening, Oct. 17, and will be 
introduced by a musical program. 
Shannon Crandall, _ president, 
California Hardware Co., San 
Francisco, Calif., and president 


of the National Wholesale Hard- ; 


ware Association will preside. 
The principal address of the 
evening will be delivered by ua 
prominent industrialist, C. S. 
Ching, director of industrial and 





MAKE SCHEDULE CHANGE 
OF HARDWARE 
SPECIAL 


A revision in the schedule of 
the HARDWARE AGE SPE- 
CIAL, via Pennsylvania Rail- 
road, to the Atlantic City joint 
convention of the American 
Hardware Association has 
been announced. Those leav- 
ing Cleveland in the special 
cars to be cut in on the HARD- 
WARE AGE SPECIAL will take 
Train No. 338, leaving Cleve- 
land at 5:00 P.M., Saturday, 
Oct. 15. The previous sched- 
ule called for Cleveland pas- 
sengers to leave that city at 
6:10 P.M. The change was 
made to enable those going 
in the Cleveland cars to join 
their friends on the HARD- 
WARE AGE SPECIAL at Alli- 
ance, Ohio, instead of waiting 
until the special cars arrived 
in Pittsburgh. The HARD- 
WARE AGE SPECIAL will 
leave Alliance, Ohio, at ap- 
proximately 6:20 P.M. 
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public relations, United States 
Rubber Products, Inc., New York 
City. 

Tuesday morning the whole- 
salers will be addressed by Pres- 
ident Crandall, after which 
George A. Fernley, Philadelphia, 
Pa., secretary-treasurer, will sub 


mit his annual report. Questions | 


on office and warehouse manage- 
ment, sales, service to retailers, 
etc., will be answered by whole- 
salers who will give their opin- 


ions after which the opinions of | 


other members will be invited. 

Robert G. Thompson, 
dent, The Lufkin Rule 
Saginaw, Mich., and president of 
the American Hardware Manu- 
facturers Association, will deliver 
the president’s annual address, at 
the Tuesday morning session of 
that association’s convention. Dr. 
Neil Carothers, professor of eco- 
nomics and dean of the College 
of Business Administration, Le- 
high University, will speak on 
“Current Conditions and Pros- 
pects for Industrial Recovery.” 
An address, by George E. Sokol- 
sky on “The State of the Na- 
tion” will occupy the remainder 
of the session. 

Wednesday morning’s session 
of the wholesale association will 
include a continuation of the 
questions and answers after which 
the jobbers will adjourn for a 
joint session with the American 
Hardware Manufacturers Asso- 
ciation. The manufacturers will 
start their Wednesday morning 
program with a talk on “Recent 
Trends in Trade Mark Legisla- 
tion,” by Laurence A. Janney, 
member of the New York Bar, an 
outstanding authority on trade 
mark matters. He will define 
trade mark rights, sketch present 
tendencies toward compulsory 
registration under State laws and 
discuss the Lanham Bill and 
other Federal trade mark legisla- 
tion now pending. Then there 
will be a distinct innovation ir 
the program of the manufac- 
turers conventions when a woman 
addresses the meeting. Mrs. Leila 
M. Blomfield, formerly of New 
Zealand, but now an American 
citizen, will speak on “Democracy 
Rampant.” She is internationally 
known as a writer, lecturer and 
student of industrial - political 
economy. For eight years she 
was associated in public relations 
work with a group of the largest 
industries in the mid-west and in 


presi- | 
Co., | 





Again the Harpware Ace SpeciAv will bring manufacturers and 
wholesalers from Chicago (and other western points) direct to 
Atlantic City, N. J., without a change at North Philadelphia. This 
modern air-conditioned all Pullman train will leave Chicago, Satur- 
day, Oct. 15, 1938, at 11 a. m., arriving in Atlantic City, Sunday 
morning, Oct. 16. This schedule permits those attending the con- 
vention to spend a full day. in Atlantic City in advance of the con- 


vention’s opening. 


Chicago. More recently she has 
been engaged in industrial-eco- 
nomic research and as a staff 
speaker for the New York State 
Economic Council. In her own 
country she studied the outcome 
of industrial, economic and _ po- 
litical experiments, and_ since 


making her home in this nation | 





has made return trips to New| 
Zealand to study the effects of | 


the experiments made in 
country. 


At the joint 


manufacturers and wholesalers to | 


that | 


ferences will be held by the Na- 
tional Wholesale Hardware Asso- 
ciation, for the discussion of 
problems confronting members ai 
the present time. Announcement 
of the chairmen to preside and 
the time to be devoted to each 
discussion will be announced at 
the morning meeting. 

The Thursday morning session 
of the jobbers will be addressed 
by Wilford L. White, chief, Mar- 


| keting Research Division, Depart- 


session of the) 


be held Wednesday morning, | 
|tinuation of the questions and 
ager, Oneida, Ltd., Oneida, N. Y., | 
| address, after which there will be 


Miles E. Robertson, general man- 


will speak on “Our Experience 
in Executing Resale Price Agree- 
ments Under the Tydings-Miller 
Act and the State Fair Trade 
Laws.” Rivers Peterson, Indian- 
apolis, Ind., managing director, 
National Retail Hardware Asso- 
ciation, will talk on “National 
Hardware Week in 1939,” outlin- 
ing plans for next year’s obser- 
vance of that event. He will em- 
phasize the benefits accruing to 
the industry and point out how 
co-operation can be most effec- 
tive. 

Wednesday afternoon at 2.30 
p. m. informal round table con- 


ment of Commerce, Washington, 
D. C., on “Consumer Cooperative 
vs. Private Business.” A con- 


answers will follow Mr. White's 


the reading of committee reports, 
and the election of officers. Ses- 
sions of the American Hardware 
Manufacturers Association will 
be concluded Thursday morning 
with the annual meeting at which 


{time committee reports will be 


presented and new officers will be 


| elected. 


Tuesday afternoon, Oct. 18, 
the National Association of Sheet 
Metal Distributors will meet. 
Norman W. Foy, general man 
ager of sales, Republic Steel 
Corp., Cleveland, Ohio, will talk 
on “The Distribution of Sheet 


HARDWARE AGE 
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A. O. Eberhart, special 
assistant administrator, Federal 
Housing Administration, Wash- 
ington, D. C., will discuss the 
“Possibilities of the National 
Housing Movement for Busi- 
ness.” Reports will be made by 
chairmen of the galvanized and 
Black Sheet & Corrugated Roof- 
ing Committee, the Prepared 
Roofing Committee, the Eaves 
Trough and Conductor Pipe 
Committee and the Tin and 
Terne Plate Committee. 

As usual there will be a varied 
entertainment program starting 
with an informal reception anJ 
dance in the Blenheim Ballroom 
following the opening joint meet- 
ing Monday night. Tuesday af- 
ternoon there will be a bridge 
tea for the ladies of the conven- 
tion. On Tuesday evening there 
will be a floor show in the Music 
Room, after which there will be 
informal dancing in the _ ball- 
room. Wednesday afternoon guest 
tickets will be issued to the 
ladies of the convention for 
boardwalk chair rides. In the 
evening a formal reception and 
ball will be held. 

The Central States Hardware 
Club will hold a dinner Sunday 
Evening, Oct. 16, at Hackney’s 


Steel.” 





Restaurant, in Atlantic City. 

The Harpware AcE SPECIA:, 
a through train with no change 
at North Philadelphia and equip- 
ped with air-conditioned Pullman 
equipment will leave Chicago, 1] 
a. m., Saturday morning, Oct. 15, 
via Pennsylvania Railroad arriv- 
ing in Atlantic City, Sunday 
morning Oct. 16. 


BENDIX LAUNDRY TEAMS 
VISIT ALL PARTS OF U. S. 


As part of an aggressive sales 
training campaign three teams of 
people left the Bendix Honie 
Appliances, Inc., headquarters, 
South Bend, Ind., recently to 
hold 50 retail sales and dealer 
meetings. A group headed by 
Judson S. Sayre, vice-president in 
charge of sales, heads a group 
visiting the Atlantic states. The 
mid-west and southern group was 
headed by Vernon Calkins, as- 
sistant sales manager. William 
H. Leininger, advertising man- 
ager, headed the team covering 
the West Coast and southwest. 

Announcements were made on 
fall advertising plans for a sales 
course, new dealer and _ sales 
helps, etc. Sound movies show- 
ing the Bendix plant were ex- 
hibited. 

Recent additions to the sales 





department include, N. F. Law- 
ler, in charge of sales personnel | 
training and the following 
special representatives: H. A. 
Shooer, D. F. Gaches, W. A. | 
Becker, H. F. Stroop, S. A. | 
Kelsey and I. H. Faught. 
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EDWARD O. FAETH PASSES SEPT. 26; 


WAS PROMINENT HARDWARE WHOLESALER | 


The passing of Edward 0. 
Faeth, on Sept. 26, takes from 
the ranks of hardware whole- 
salers a distinguished gentleman, 
a competent business executive 





EDWARD 0O. FAETH 


and a man who was loved by his 
many friends. His counsel and 
his personality will long leave 
their imprint on the industry he 
served so well for nearly fifty 
years. As president of the Stowe 


“Hardware & Supply Co., Kansas 


City, Mo., he was very active in 
the affairs of his city and in the 
hardware activities of that area 
as well as in national hardware 


conventions. Death occurred at 
Ludington, Mich., following a 


cold, a heart attack and a stroke. 

Mr. Faeth was born Feb. 27, 
1869, in Fort Madison, Iowa. As 
a youth he engaged in the hard- 
ware business with his brother, 
Charles E. Faeth, at Goodland, 
Kan., and at the age of 19 moved 
to St. Louis, Mo., where he was 
employed by Simmons Hardware 
Co., wholesale hardware distrib- 
utors. In 1897 he was married 
and moved to Des Moines, Iowa, 
to found the Des Moines Iron 
Co., becoming president and gen- 
eral manager of the concern. Mr. 
Faeth and his family moved to 
Kansas City in 1904 at which 
time he purchased the Stowe 
Supply Co., changing the name 


to Stowe Hardware & Supply Co. 


He was president and general 
manager of the company and also 
vice-president of the Southern 
Supply Co., Dallas, Tex., and for 
many years had been a member 
of the 
show committee which annually 


sponsors the exhibit held at the 


wholesalers’ hardware 


convention of the Western Re- 
tail Implement & Hardware As- 
sociation at Kansas City, Mo. 

| Always actively interested in 
civic affairs and in the _ better- 
| ment of living and working con- 
ditions, Mr. Faeth served as 
president of the Kansas City 
Chamber of Commerce in 1922, 
and has since served that or- 
ganization as a director. During 
the World War he gave freely of 
his time in selling Liberty Bonds 
and following the war was a 
leader in the Liberty Memorial 
movement. For 32 years he was 
a trustee of Mercy Hospital. He 
was intensely interested in Mis- 
souri River navigation and was 
a director of the Missouri River 
Navigation Co. 

Mr. Faeth was a member of 
the Kansas City Club, Kansas 
City Country Club, a past-presi- 
dent of the Mission Hills Coun- 
try Club and a trustee of the 
| Second Presbyterian Church. He 
is survived by his son, Perry 
Faeth, vice-president, Stowe Hard- 
ware & Supply Co., Mrs. Faeth, a 
daughter and by three brothers. 








M. O. CHAMBERLIN 


Martin O. Chamberlin, 74, a 
representative for Geuder, 
Paeschke & Frey Co., Milwaukee, 
Wis., for more than 36 years, 
died at his home in Waupun, 
Wis., Aug. 19. He covered the 
state of Wisconsin and surround- 
ing territory in Minnesota, and 


acter and good nature. 
He started his hardware career 








M. 0. CHAMBERLIN 


in late years parts of Michigan, | 
Indiana and Ohio. He was espe* | 
cially well known and well liked | 
in Wisconsin for his fine char- 


| at the age of 17 in the retail 











hardware store operated by his 
uncle in Waupun, Wis. A few 
years later he and a friend pur 
chased the hardware business. In 
1886 he became a traveling sales- 
man for Simmons Hardware Co., 
St. Louis, Mo., wholesale hard- 
ware distributors. In 1897 he be- 
came affiliated with A. T. Linde- 
mann & Hoverson Co., Milwau- 
kee, leaving that company to join 
Geuder, Paeschke & Frey on Jan 
1. 1902. 

Mr. Chamberlin was married in 
1885, celebrating his golden wed- 
ding anniversary in 1935. Mrs. 
Chamberlin survives. 


JOSEPH F. COONEY 


Hardwaremen in the metropol- 
itan New York district were 
shocked to learn of the sudden 
passing of Joseph F. Cooney, 
who succumbed Sept. 22, fol- 
lowing an operation in a New 





JOSEPH F. COONEY 


York hospital. Mr. Cooney, who 
was 49 years of age, was manager 
of the New York branch of Igoe 
Bros., wire and wire goods man- 
ufacturers and distributors, and 
was well known and well liked 
by a large number of hardware- 
men. He was a charter member 
of the Hardware Boosters and a 
past president of the Eckford 
Club, Brooklyn, oldest baseball 
club in that part of New York 
City. A native of New Castle, 
Pa., he attended St. John’s Col- 
lege, Brooklyn, following which 
affliated with the 
Igoe Bros. organization. He was 
a nephew of Peter Igoe and is 


he became 


survived by Mrs. Cooney, his 
father, a _ sister and _ three 
brothers. 
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GEN. FRANK P. WELLS 
General Frank P. Wells, 75, 


former vice-president, Morehouse 
& Wells Co., Decatur, Ill., and 
son of one of the original part- 
ners passed away recently in Los 
Angeles, Calif. He was a son 
of William T. Wells, who with 
George W. Morehouse founded 
the Morehouse & Wells business 
in 1859. General Wells left the 
hardware business about 25 years 
ago. He was active in military 
organizations and served in the 
Spanish-American War. Follow- 
ing the war he remained active 
in the Illinois National Guard. 
He rose from the rank of private 
to that of brigadier-general in 30 
years, his last appointment plac- 
ing him in command of three 
regiments. Prior to moving to 
California he resided for several 
years in New York City. He 
was active in fraternal organiza- 
tions. 

Mrs. 


vive. 


Wells and a sister sur- 


GEORGE ROSS FORD, SR. 


George Ross Ford, Sr., 56, re- 
tired glass manufacturer and 
grandson of Capt. John B. Ford, 
founder of the plate glass indus- 
try in America, died Sept. 2 at 
his country home near Toledo, 
Ohio. The son of the late Ed- 
ward Ford, founder of the exten- 
sive plate glass interests which 
bear the Ford name, George 
Ford embarked on a career in 
his father’s factory as a young 
man and eventually succeeded 
his father as president of the 
Edward Ford Plate Glass Co. 
When this company merged with 
other glass interests to form the 
present Libbey-Owens-Ford Glass 
Co. in 1930, Mr. Ford became a 
director of the new company. 
His widow and a son, George 
Ross Ford, Jr., and two daugh- 
ters survive. 


M. F. O'CONNOR 


Michael F. O’Connor, vice- 
president, Phoenix Mfg. Co., 
Joliet, Ill., passed away Aug. 26, 
at Cairo, N. Y., at the age of 72, 
following a heart attack. Mr. 
O’Connor, who had been in poor 
health recently, had gone to the 
Adirondacks to rest. He had been 
with the Phoenix company for 
47 years, having joined that 
company when it was known as 
Phoenix Horse Shoe Co. For 
many years he called on the 
horseshoeing trade and on heavy 
hardware distributors throughout 
the eastern part of the United 
States with headquarters in New 
York City. Success as a sales- 
man brought him added respon- 


sibilities when he became sales | 
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manager and later vice-president. 
In addition to his activity in the 
sales end of the business he as- 


| sisted in the design of Phoenix 


products. During the World War | 
he made several trips to Europe 
securing orders for the Allied 
Armies, for shoes of entirely dif- 
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M. F. O'CONNOR 


ferent pattern to those made for | 
use in this country. 

Since the beginning of the 
year he was retired from active 
work but had served as a con- 
sultant to E. N. Gosselin, pres- 
ident, Phoenix Mfg. Co. Mrs. 
O’Connor, two sons and five 
daughters survive. 


FLETCHER R. HARRIS 


Fletcher Reid Harris, presi- 
dent, Harris Iron & Supply Co., 
Memphis, Tenn., passed away re- 
cently following an illness of two | 
weeks. Mr. Harris, who was 72 | 
years of age, was also president | 
of the Fletcher R. Harris Real | 
Estate & Loan Co., St. Louis, Mo. 


WILLIAM D. WEST 


William D. West, 67, retired 
president, Rudolph & West, hard- 
ware firm in Washington, D. C., 
passed away recently following a | 
heart attack suffered at Narra- | 
gansett Pier, R. I., where he was | 
vacationing. Mr. West had been | 
retired from the hardware busi- | 
ness since 1927. He had been a | 
member of the Washington | 
Board of Trade and was active 
in Masonry. Mr. West was at | 
one time a director of several | 
Washington banks and was a | 
former vice-president of the West 
Bros. Brick Co. He is survived 
by Mrs. West and a daughter. | 


| 
| 








MAURICE T. LANGAN 


Maurice T. Langan, 43, asso- 
ciated with the Blish, Mize & | 
Silliman Hardware Co., Atchi- 
son, Kan., passed away recently | 
from pneumonia which devel- | 
oped following an operation. Mr. 
Langan entered the employ of | 
the hardware company in 1915 
and rose to the position of chief 
price clerk and traffic manager. 


| Mfg. 


| meeting, 


BROOKLYN DEALERS HOLD 
“DUTCH TREAT” OUTING 


Despite threatening weather 
there was a good turnout at the 
annual “Dutch Treat” Outing of 
the Brooklyn Hardware Associa- 
tion held at Jones Beach, Long 
Island, N. Y., Thursday, Sept. 15. 
A full program of sports events 
was held during the afternoon 
the highlight of the day being 
the annual baseball game be- 
salesmen and_ the 


tween the 

dealers. The salesmen, captained 
by Roy C. Schmidt, Stanley 
Tools, defeated the dealers, 


Frank Lezoli, captain, to the tune 
of 32 to 19. In the excitement 
of the game one of the dealers 
who was at second base pulled 
a “Corrigan” by running back 
to first base instead of going 
from the second to the third bag. 
The salesmen were awarded the 
Hardware Square Club cup, for 
the second time in succession. 

The Hardware Boosters plaque 
for the championship horseshoe 
pitcher was won by Ralph S. 
Allen, Diamond Expansion Bolt 
Co., secretary of the Brooklyn 
Association and of the Hardware 
Square Club. Winners in the golf 
tournament were: first, R. W. 
Muller, Minnesota Mining & 
Co.; C. F. McKenna, 
P. & F. Corbin, second prize, 
and E. S. Norvell, E. C. Atkins 
& Co., vice-president, Hardware 
Boosters. 

More than 160 dealers, manu- 
facturers’ and wholesalers’ sales- 
men and guests attended the 
chicken dinner held in the eve- 
ning at the Wantagh Hotel, Wan- 
tagh, L. I. Anthony Herrmann, 
first vice-president of the Brook- 
lyn association and a director of 
the New York State Retail Hard- 
ware Association, presented the 
various awards. The outing com- 
mittee was headed by Ralph S. 
Allen. 


HARDWARE TRADE ASSN. 
RESUMES ITS MEETINGS 


Thirty-five members and 
guests attended the recent open- 
ing meeting of the fall season 
of the Hardware Trade Associa- 
tion held at the Railroad Ma- 
chinery Club, 30 Church St., 
New York City. W. W. Edwards, 
Federal Hardware Co., president 
of the association presided at the 
and announced that 
nominations for officers for the 


| coming year will be made at 


the October meeting. 

Robert L. Doti, sales manager, 
Igoe Bros., New York City, 
chairman of the entertainment 
committee offered a varied pro- 
gram of entertainment. Jimmie 
Lyons, who has entertained the 
group on previous occasions, 
acted as master of ceremonies 








and told a number of dialect 
stories. Harry Schilling amazed 
the hardwaremen with a num- 
ber of mystifying card tricks and 
Joe Canzoneri played his guitar 
and sang several songs. 





WESTERN HDW. & SPECIALTY 
MAKES HARDWARE LINES 


Early this year the Western 
Hardware & Specialty Mfg. Co., 
228 S. First St., Milwaukee, was 
organized, purchasing and taking 
over the assets of the former 
Western Hardware Mfg. Co., and 
the former Munson Canvas Goods 
Co. The former Western com- 
pany manufactured, for more 
than 20 years, a line of tool 
grinders, saw mandrels, vises, 
forges and hand power blowers. 
The Munson company had manu- 
factured buffing and polishing 
wheels, shower curtains, drop 
cloths, etc. 

A. C. Held is president, trea- 
surer and general manager of 
the Western Hardware & Spe- 
cialty Mfg. Co., J. J. Munson is 
vice-president and O. T. Burn- 
ham is secretary. Frank H 
Rumble is in charge of sales and 
advertising. Mr. Held was for 
a number of years vice-president 
in charge of sales, Rundle Mfg. 
Co., Milwaukee, and is at present 
vice-president and director, Mil- 
waukee Flush Valve Co., Mil- 


waukee. 


G.E. HOME LAUNDRY 
WINDOW CONTEST 


The General Electric Co., Ap- 
pliance and Merchandise Depart- 
ment, 1285 Boston Ave., Bridge- 
port, Conn., is sponsoring a 
Home Laundry Equipment win- 
dow display contest for dealers 
—— G.E. Home Laundry 

quipment. The contest started 
Sept. 15 and closes Nov. 26. For 
the dealers whose displays are 
considered the best, in the opin- 
ions of the judges, there will be 
cash awards totalling $400.00. 
The first award will be $100.00, 
the second prize will be for 
$75.00 and the third award will 
be $50.00. Fourth to eighth 
awards, inclusive, will be for 
$25.00 each. There will also be 
three awards of $10.00 each. 

Dealers must use the new Gen- 
eral Electric “Sell-Shock” Dis- 
plays, provided by the company 
in window displays entered in 
the contest. To encourage deal- 
ers to capitalize on National 
Washer-Ironer Week, Oct. 23-29, 
by means of powerful window dis- 
plays during that week General 
Electric Co. offers to double the 
amount of any of the above cash 
prizes, so long as the prize-win- 
ning windows are used during 
that week. 
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PUMP PRIMING 
UNNECESSARY 
Wher You Sell 


" JT, » MYERS 
WATER 
SYSTEMS 


The market for Myers Water 
Systems has already been 
primed. Surveys impartially 
made throughout numerous 
suburban and rural districts in- 
dicate that folks everywhere 
are prospects for Myers Water 
Systems—the nationally adver- 
tised line that meets every re- 
quirement for profitable busi- 
ness in this ever widening field. 


In addition, Myers offers deal- 
ers a complete service that 
means customer 


ders, Leathers, Fittings and Ac- 
cessories provide every oppor- 
tunity for complete installations, 
repairs and replacements. 


New Catalog, soon ready for 
distribution, illustrates the com- 
plete line. Watch for your copy. 
If you are not already a Myers 
dealer ask for your copy. 


mz PL.E.MYERS & BRO.¢cS 


ASHLAND, OHIO. 
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and more profits. Myers Cylin- | 
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All set to go places, 






she’s Nationally Advertised 
and made of Monel 


Step out with “Silvylocks”. She’s the latest 
thing in pot cleaners...a regular Cinderella 
just waiting to go to town. For “Silvylocks” 
is different. Doesn’t splinter, fray, shred or 
get ragged. Nor does she ever corrode or be- 
come rusty brown. Woven from a continuous ribbon of strong, 
rust proof Monel, “Silvylocks” outlasts other pot cleaners three or 
four to one. 


A Fast, Hard-Hitting Fall Campaign 


Already a household favorite, Nationally Advertised to 12,500,000 
people, Monel needs no introduction to the public. But this Fall 
“Silvylocks” makes her bow ...in a great big way. From the pages 
of leading magazines she'll beam at millions of housewives. And 
eager thousands will respond to a special Introductory Offer. 


Get Ready for Your Share 


You'll want to take advantage of the big demand for this new 
wonder pot cleaner. To help you do so, outstanding artists are 
creating attractive counter displays and appealing packages. Get 
set for your share of the business by doing two things: 1. Order 
your supply in advance. 2. Take home a “Silvylocks” and put it 
to the test. You'll agree it’s just what you and your customers 
have both been looking for. And remember, to be sure of your 
supply, order from your jobber today. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


‘‘Monel’”’ is a registered trade mark of 

















The International Nickel Company, 
Inc., which is applied to a nickel alloy 
containing approximately two-thirds 
nickel and one-third copper. 
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JOHN H. WESTER- 
MAN, Walden, N. Y., hard- 
ware dealer, began his busi- 
ness career in 1886 at the age 
of 12, his first job being to 
clean knife blade tangs in 
the plant of the Hotchkissville 
Knife Co., Hotchkissville. 
Conn. A year later his fam 
ily moved to Walden, of which 
town young John was a native. 
In Walden Mr. Westerman 
continued in the cutlery busi- 
ness, joining the New York 
Knife Co., Jan. 2, 1888. He 
continued with the New York 
Knife Co. until 1913, learn- 

JOHN H. WESTERMAN ing the various processes used 
in the manufacture of pocket 
knives. In his 26 years as a cutlery man he became a 
master cutler. On Nov. 13, 1913, Mr. Westerman pur- 
chased the store of Fowler & Decker Hardware Co. In 
1924 he built a branch store at Maybrook, N. Y., operat- 
ing that store for 12 years. In 1936 he decided to de- 
vote his entire attention to the Walden store and sold 
the Maybrook business. Mr. Westerman is an active 
churchman. He joined the Methodist Episcopal Church 
at the age of 16 and four years later was made a Steward 
of his church. He has also served as president of the 
Epworth League, trustee and vice-chairman of the Board 
of Stewards of the Walden Methodist Episcopal Church 
and as a district Steward and district trustee for the New- 
burgh District M.E. Church. Civic affairs have also been 
given considerable attention by Mr. Westerman. He has 
served as a village trustee and is vice-president of the 
Walden Civic League. Y.M.C.A. activities have long inter- 
ested him. He has served as president of the local “Y” 
and as a director of the Orange County Y.M.C.A. He is 
a past director of the New York State Retail Hardware 
Association and a member of the Rotary Club, the Masons 
and the Oddfellows. His sons, Raymond and John. are 
associated with him in the hardware business. 
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Hardware Age 
Fifty Year 
Club 


WILLIAM P. NEALLEY, 
treasurer of Snow & Nealley 
Co., Bangor, Me.. mill sup- 
plies distributors and manu- 
facturers of axes and othe: 
lumbermen’s equipment, _ is 
actively engaged in business at 
the age of 75. One of the 
oldest concerns in Maine. 
Snow & Nealley Co. was esta- 
blished 75 years ago, Mr. 
Nealley’s father being one of 
the founders. Mr. Nealley was 
graduated from Bowdoin Col- 
lege in 1885 and three years 
later—on May 1, 1888-—he 
became an employee of the 
company, which was then a 
ship chandlery firm. By 1900 
the company was doing but a small part of its busines- 
in ship chandlery, having added mill supplies, lumbering 
tools, paints, etc. Operated as Snow & Nealley, a partner- 
ship, until 1896 the firm was incorporated, that year. 
under its present name. Mr. Nealley is also president of 
the Hinck Coal Co., another Bangor enterprise. He is a 
charter member of the Bangor Rotary Club and enjoys 
membership in several social clubs. 


W. P. NEALLEY 


» WILLIAM VALENTINE 
GALLAGHER has been a 
hardwareman for 53 years al- 
though but 68 years of age. 
In 1885 he left school to enter 
the employ of the Tabb Bros. 
Hardware store in Baltimore, 
Md. Forty years ago he de- 
cided to become his own boss 
and opened the Gallagher 
Hardware store at 1640 Penn- 
sylvania Ave., Baltimore. In 
the years he has conducted his 
own hardware store he has 
continued to occupy the same 
premises. He has two hobbies, 
the hardware business and 
dogs. The hardware business WILLIAM V. GALLAGHER 
is both a hobby and a liveli- 

hood for Mr. Gallagher but he has also found time to be 
a director of the Baltimore Federal Building & Loan As- 
sociation, with which organization he’ has been affiliated 
for 30 years. 
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CONTINENTAL 


qolyt -Lyke 


: STEEL ROOFING 





for 1939 


In 1938 the Continental sales-building program de- 
livered to dealers close to 50,000 customers . . . signed 
statements by farmers saying not only that they needed 
fence, but the actual roddage required. Many thous- 
ands more were persuaded to consult their Continental 
dealers. No wonder Continental dealers are enthus- 
iastic about their results. 

Following the same successful methods, the cam- 
paign for 1939 steps out still further to build still 
bigger sales for Continental dealers. Now it does 





THREE things needed for bigger volume at lower cost: 


1. Educates farmers on many new uses for fence. 

2. Finds the farmers who need fence. 

3. Brings them to the dealer's store. 
The secret of the 1939 program is the “customer 
round-up” plan which the Company carries out for its 
dealers. Full details of this system of sales building 
will be given upon request, and there is no obligation. 


CONTINENTAL STEEL CORPORATION 


KOKOMO, INDIANA +d Plants at Canton, Kokomo, Indianapolis 
Continental Certified Quality means that every ste, steel- 7 NED 
making, from selection of raw materials to paci Aes - the ££ fs 


finished product, is personally certified by experts. Continental is ‘ © 
the only farm fence that gives you this extra assurance wd quality, oN * 
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83 STEEL PROOUCTS FOR FARM AND HOME 
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Increases 
APPEARANCE VALUE 








POL-MER-IK 


LINSEED OIL 


HELPS THE PAINTER 
SELL A BETTER JOB 


Display Pol-mer-ik. Have it ready. Everybody profits 
more, when the consumer gets bigger value — particu- 
larly you and the Master] Painter. Pol-mer-ik Linseed Oil, 
because it contains 10% of cooked-oil, brings 2 extra values 
to the paint job. 





It increases Appearance Value, because it gives 
better brushing, better leveling, higher gloss and 
luster. 

It increases Durability, because cooked-oil makes 
a harder, tougher, more elastic film — a film that 
wears longer. 


When you help the Master Painter to sell more and better 
jobs at a better profit, you make him a bigger customer. 


HANDLE 
am =: POL-MER-IK 
‘4 IN CANS 


an SE Have it Ready! 


s Feature Pol-mer-ik Boiled. It’s the scientifically pro- 
cessed, accurate drying oil. It eliminates the hazard of 
‘“‘bung-hole’”’ boiled. It’s the finest linseed oil ever offered. 
It is light in color. 

When you sell Pol-mer-ik in cans you get rid of bulk selling 
and its losses. You buy a can — sell a can. The profit is defi- 
nite. Display Pol-mer-ik. Have it ready. 


ARCHER-DANIELS-MIDLAND CO 
MINNEAPOLIS, MINNESOTA 


MAIL THIS TODAY 


BWABBARBARRRRRARBBRRRBRRRRERRBRERERR ERE RE R EE BEE EES 


ARCHER-DANIELS-MIDLAND COMPANY 
Roanoke Building . Minneapolis, Minn. 


Please send, ' me the story of Polmerik — ‘The Extra Value of 
Cooked Oil 
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ADVANCES 


Pig Iron. Window Glass. 
Pig Lead. Slab Zinc. 
Brass and Copper Sheets. 
Bare Copper Wire. Magnet Wire. 
Rubber Covered Copper Wire. 
Babbitt Metals. Lead Shot. 
Some Elec. Trains, Accessories. 


Rubber. Hides. Copper. 


Steel Products — American 
Stee! & Wire Co. has announced that 
prices on nails, wire, and wire 
products, also rods and cold rolled 
strip, have been reaffirmed for the 
fourth quarter. Leading rivet mak- 
ers have also confirmed prices, 
without change, to Dec. 31. Tin 
plate was not reduced, as the trade 
commonly expected, but the former 
base price is continued for the 
fourth quarter. 

— * * 

Pig Iron Higher—On Sept. 
20, an advance of $1.00 per ton on 
pig iron for fourth quarter delivery, 
effective Sept. 27, was announced 
by one of the leading northern pro- 
ducers. Other leading companies 
followed with similar action. 

* * * 


Rope Prices Reaffirmed— 
Plymouth Cordage Co. has an- 
nounced that no changes are to be 
made in manila or sisal rope for the 
fourth quarter. 

* _ _ 

Builders’ Hardware, Etc.— 
Jobbers are finding the market 
somewhat stronger on butts and 
hinges, with manufacturers men- 
tioning their desire to increase 
prices at the earliest favorable op- 
portunity. Prices on bright and 
brass wire goods show a somewhat 
stronger trend. Window ventilators 
are coming into season, and are sell- 
ing in about the same volume as last 
year, at prices unchanged from last 
season. 

a * * 

Window Glass—The price of 
window glass advanced approxi- 
mately 10 per cent in most areas, 
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on Sept. 12, adding to the probabili- 
ties for a brisk fall business. 
* * * 


Lead, Zinc and Tin—Pig 
lead was twice advanced last month, 
each time 10 cents per 100 Ibs. 
Similar changes were made in slab 
zinc prices. Tin quotations have 
fluctuated slightly, but with fourth 
quarter output again limited by the 
producers to only 35 per cent of 
“par,” the general level remains 
quite firm. 

* * * 

Metals Products — Following 
the recent mark-ups in copper, lead 
and zinc, increases were made by 
the sheet and wire mills, and others 
directly affected. Brass and copper 
sheets were raised, also bare copper 
wire and magnet wire, though 
weatherproof and slow burning, also 
annunciator wire, remain unchanged. 
Solder prices were only slightly 
affected by the lead increases, but 
babbitt metals and lead shot are 
correspondingly higher. An advance 
was put in effect, Oct. 1, on rub- 
ber-covered copper wire, amounting 
to 714% per cent on sizes Nos. 14, 
12, 10 and 8 solid single braid, and 
10 per cent on other sizes. 

* * * 


Toys, Etc.—Leading jobbers 
who have had experience with toy 
sales in earlier seasons have by this 
time laid in practically complete 
supplies, and late comers into the 
market will find some manufactur- 
ers of important toy lines sold out. 
The general policy this year has 
been to limit production programs, 
and to make no provision for over- 
runs for late trade. A shortage of 


Christmas tree outfits has been 
threatening for many weeks, re- 
sulting in some manufacturers com- 
pletely withdrawing the sets from 
sale. Some items in the Lionel line 
of trains and accessories, made by 
The Lionel Corp., New York City. 
have been increased in price. 
* * * 


Radio and Accessories—A\- 
though this year has seen a 
considerable falling off in the sales 
and manufacture of radio sets, all 
leading makers have been putting 
up a good fight for volume, by the 
increased efficiency offered, and by 
prices either lowered, or including 
more refinements at former valua- 
tions. An industry authority states 
that the average retail price of all 
models this season has dropped to 
$57.60, compared with $67.50 last 
year. The outstanding improve- 
ments this year in remote control 
and automatic tuning have afforded 
the chief new sales inducements. 
The field of demand for radio sets 
is extending more and more into 
country areas, by reason of the 
broadening of rural power installa- 


tions. 
* * * 


Plumbing Lines—Contrary to 
the general experience, makers of 
plumbing equipment seem _ quite 
busy, with a number of concerns 
producing vitreous enamelware oper- 
ating full time, or occasionally over- 
time. Installations in new buildings 
are helped somewhat by the recent 
gains in résidential construction, 
but the chief volume comes from 
new installations in old homes. Lead- 
ing hardware jobbers are making 
nowadays a strong campaign to in- 
crease the stocking and selling of 
plumbing accessories in the hard- 
ware stores, and with considerable 


success. 
« * * 


Steel Production—Steel ingot 
production this week is off half a 
point to 47 per cent of capacity. 
the reduction of operations at some 
plants being accounted for by the 
fact that inventories of ingots and 
semi-finished steel have been built 
up to the point where no further 
additions are immediately advisable, 
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says the Sept. 29 issue of The Iron 
Age. Steel bookings in September 
were moderately above those of 
August, but the sharp upward trend 
of last month has been lacking. A 
noteworthy factor is the increasing 
insistence on quick shipments, indi- 
cating low consumer inventories in 
many instances. Orders are small 
and stocks are frequently replen- 
ished. Although steel output has 


slipped a bit, pig iron production 
is expanding. 
* * * 

Price Indexes Higher—The 
general level of wholesale prices 
rose in the week ended Sept. 17, 
according to the Bureau of Labor 
Statistics. The bureau’s index, based 
on the 1926 average, was 78.3 per 
cent., compared with 77.9 a week 
earlier, and with 87.4 on Sept. 14. 


1937. Continued advances in mar- 
ket prices of farm products and 
foods again largely accounted for 
the rise, but small gains were made 
by hides, rubber, zinc, and lead. 
Increased domestic demand for 
copper was reflected in the increases 
on September 14 and 19, each of 
’e cent per pound to 10% cents, 
wholesale, at eastern basing points. 
Use of copper in this country in 








INDEPENDENT HARDWARE DEALERS’ 


August, 1938 


SALES 





Number 


of Percentage Change 


Sales Réported 


Number of Firms Showing Change in Sales 














States by Region Firms From From Thousands of Dollars From Aug., 1937 From July, 1938 
Report- Aug. July, Aug. Aug. July, In- De- Lessthan In- De-  Lessthan 
ing 1937 1938 1938 1937 1938 creasa crease 1% change crease crease 1% change 
Middle Atlantic ... 141 —105 —10 6618 7391 6683 49 89 3 5185 5 
Pennsylvania . 41 —105 —10 6618 7391 6683 49 89 3 5185 5 
East North Central 486 -12.7 -12 2150.3 2463.2 2177.5 133 342 1] 197 267 22 
Illinois 146 -10.7 2.9 556.1 622.6 572.9 50 9] 5 63 78 5 
Indiana 70 -10.9 + 4.6 330.5 370.9 316.0 19 48 3 42 27 l 
Ohio .. 149 —18.0 —- 0.3 708.8 864.7 710.8 30.— 117 2 55 86 8 
Wisconsin 12] - 8.3 - 4.0 554.9 605.0 5778 34 86 ] 37 76 8 
West North Central 315 © -15.8 —11.9 727.4 863.6 825.8 106 +=197 12 113.194 8 
Iowa . 77 — 6.9 — 8.4 234.5 251.8 256.0 40 34 3 29 47 l 
Kansas = 82 31.9 —25.9 156.6 230.1 FiZ 17 64 l 26 55 1 
Missouri 89 —]].1] — 3.7 213.8 240.4 221.9 29 53 7 34 51 4 
Nebraska 67 —13.3 —10.4 122.5 141.3 136.7 20 46 ] 24 41 2 
South Atlantic 52 + 18 +12.8 298.4 293.0 264.6 20 32 0 38 13 l 
Florida . 21 - 19 +143 107.8 109.9 94.3 10 1] 0 15 5 l 
Georgia . 21 — 2.5 +30.4 86.2 88.4 66.1 ys 14 0 15 6 0 
South Carolina 10 +10.2 + 02 104.4 94.7 104.2 3 K 0 8 2 0 
East South Central 23 ~ 6.3 +10.5 87.7 93.6 79.4 i) 14 0 14 9 0 
Alabama 23 - 6.3 +10.5 87.7 93.6 79.4 9 14 0 14 9 0 
West South Central 156 - 5S - 0.8 903.7 956.6 911.1 70 82 74 77 5 
Arkansas 28 0.0 + 6.6 105.6 105.6 99.1 13 15 0 16 1] ] 
Oklahoma 47 -10.9 68 404.0 153.6 433.3 22 25 0 24 21 2 
Texas 81 -08 +41 3041 3974 378.7 35 42 4 34° 45 2 
Mountain 106 -14.3 + 22 587.2 684.8 574.6 32 ta ] 49 53 4 
Arizona 1] +13 +178 77.3 76.3 65.6 3 8 0 8 3 0 
Colorado 30 —20.6 — 22 117.6 148.1 120.2 6 23 1 13 16 ] 
Idaho . 27 —32.1 — 38 129.9 191.2 135.0 6 21 0 1] 15 1 
Montana 22 +11.3 + 9.1 168.1 151.1 154.1 13 9 0 10 ll l 
Pacific 385 —- 7.6 + 7.0 1861.8 2015.6 1739.6 144 224 17 258 i117 15 
California 318 — 6.6 + 7.0 15122 1619.4 1413.6 128 174 16 211 95 12 
Oregon . 26 — 3.4 +18.0 190.5 197.2 161.4 9 16 1 20 5 ] 
Washington 4] 20.1 — 3.3 159.1 199.0 164.6 7 34 0 22 17 2 
TOTAL 1664 —10.2 + 0.5 7278.3 8109.5 7240.9 563 1053 18 789 =815 60 
Total adjusted for the 
number of working days 
Per cent 100.0 33.8 63.3 2.9 47.4 49.0 3.6 
Chicago .... 20 —- 49 + 14 49.0 51.5 48.3 6 12 2 10 8 2 
Los Angeles 42 — 10 + 58 136.8 138.2 129.3 19 20 3 30 11 l 
Saint Louis 21 - 92 -10.4 32.6 35.9 36.4 4 14 3 2 17 2 
San Francisco 35 — 68 +18.8 111.6 119.7 93.9 15 19 l 30 4 l 
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August increased 4,041 tons ovei 
July to 52,112 tons. Stocks here 
and abroad have been reduced 
sharply in recent months as result 
of the heavy armament and commer- 
cial demand. 

*% * * 


On the Way Up-—-Week by 
week the hardware jobbers seem to 
be feeling better about their fall 
volume. Comparisons with last year 
are growing more favorable, though 
partly due to the fact that sales a 
year ago were starting to ease off. 
Current orders and items are about 
as numerous as last year, but quan- 
tities are smaller, and dollar values 
are lessened by the lower prices now 
prevailing. Retail volume started 
off early in September with a sharp 
improvement over August, some 
areas reporting an increase even 
over the similar 1937 period. Sales 
later in the month were hampered 
by too much rainy weather, while 
the European war scare has lent a 
tone of caution to all transactions. 
The storm calamity in New England 
brought tremendous financial losses. 
and the setback to business will last 
for many months to come. However, 
as in all similar catastrophes, there 
must be an impetus in demand for 
building materials and _ supplies. 
tools of all sorts, and particularly 
plate and window glass. 


* * % 


Seasonable Selling Many 
parts of the country have not yet 
experienced enough cool days to 
bring on the heaviest rush of retail 
demand for cold weather lines. 
However, stoves, furnaces and heat- 
ing supplies, as well as lamps and 
lanterns, have been going out so 
rapidly that some jobbers’ stocks 
are already depleted. Coal hods 
are having an increased call, and 
at better prices than last year. 
Prepared roofing and shingles, and 
insulating boards and papers, are 
showing better early sales than a 
year ago. There is a great call for 
grain handling equipment for the 
farms, with a renewal of orders for 
galvanized grain bins, and for the 
portable wire or wood-slat corn cribs 
and temporary silos. Grain scoops 
and wagon hardware are other live- 
ly sellers at this time. While farm- 
ers’ cash income in August was esti- 
mated at slightly less than in July. 
and 19 per cent less than in last 
August, there has been no equiva- 
lent falling off in farm purchases of 
hardware and other supplies. Fenc- 
ing sales have continued very active. 
and some manufacturers report 
them better than last fall. 
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“Builders’ Hardware Engineers’ 
to Urge Hardware Appreciation 


(Continued from page 43) 


pursue the idea of designating 
competent persons as “Builders’ 
Hardware Engineers,” with, if pos- 
sible, suitable diplomas as evi- 
dence displayed in the sample 
roorms, just as other professional 
men have their credentials on dis- 
play. He said there had been 
too much turn-over of experienced 
hardware men with the result that 
there is a dearth of competent 
trained builders’ hardware men 
and too few younger men taking 
up the work, as too many people 
incorrectly thought there was “too 
much mystery” about builders’ 
hardware. To overcome this prob- 
lem, Mr. Griffiths explained, Harp- 
WARE AGE was sponsoring the 
editorial series so favorably men- 
tioned by practically all previous 
speakers. 

Jack Barlow, Chicago, said it 
was too easy for anyone to enter 


the manufacturing field and that, 


too many mechanics with limited 
equipment copied good hardware 
and made a cheaper imitation that 
too many people bought, often to 
their regret. 

Discussing plans to make the 
consumer more “hardware con- 
scious” Wm. H. Haase, Richards 
& Conover Hardware Co., Kansas 
City, Mo., suggested reverse ad- 
vertising appeal. Instead of show- 
ing good hardware on good build- 
ings, standing the ravages of 
weather, use and time, he urged 
manufacturers to publicize some 
horrible examples of cheap and in- 
efficient hardware, rusty, worn-out, 
etc. He said it was no great prob- 
lem to get better hardware on pub- 
lic buildings but that it is increas- 
ingly difficult to improve the qual- 
ity of finish hardware on resi- 
dential work. 

Bringing the professional archi- 
tect’s views to the convention, Ray- 
mond M. Marlier, president, Penn- 
sylvania Association of Architects. 
expressed complete sympathy with 
the efforts and plans of builders’ 
hardware engineers to improve the 
quality of hardware specified in 
home and public building work 
but reminded the convention that 
hardware represents only a small 


part of the detail work faced by 
an architect. 

Harry Appleton, Philadelphia, 
told of his experiences in getting 
order even when his bid is higher 
because he has sold architects and 
others involved on the plus ser- 
vices his firm was rendering, pre- 
paring specifications and giving 
advice as does a lighting or other 
type of engineer. 

I. J. Fairchild, chief, Division 
of Trade Standards, U. S. De- 
partment of Commerce, gave a 
very interesting talk on simplifica- 
tions and offered the thought that 
in the near future hardware may 
be “marked” or “stamped” as is 
sterling silver, gold and _ other 
metals. Mr. Fairchild’s comments 
are so informative that they will 
be published, practically in full, 
in an early issue of HARDWARE 
AGE. 

Thursday morning, O. L. Mei- 
ster, president, Pittsburgh Build- 
ers’ Hardware Club, told of the 
success of that organization in im- 
proving conditions in the Pitts- 
burgh area, largely by educating 
more contract men to appreciate 
sound cost practices. 

H. M. Gardner, Gardner Hard- 
ware Co., Minneapolis, Minn.. 
summarized the convention stress- 
ing the point that three speakers, 
without any prearrangement, had 
urged training work on builders’ 
hardware for all architectural 
schools, which he too considered 
a vital development for the craft. 
He complimented HARDWARE AGE 
on the editorial series “Taking the 
Mystery Out of Builders’ Hard- 
ware,” and urged that, when avail- 
able in book form, this series be 
made a text book for study in 
builders’ hardware departments 
and also in the school of archi- 
tecture. 

John H. Freeman, Detroit. 
Mich., presented a design for an 
emblem and pin for the member- 
ship which included the change in 
name reported previously. It was 
his plan to have such pins in gold 
for distributors and in silver for 
manufacturers’ representatives who 
are associate members. Favorable 
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- the Banner 
of uality 


—quality that begins with Open Hearth Steel from 
‘Wickwire Mills, then full-sized wire, accurately drawn, 
perfectly woven and uniformly coated—Wire Cloth 
that is tough, good looking and lasting—that is 
Cortland Brand quality. 

CORTLAND GRAYWICK—dull finished, galva- 
nized, electro-zinc coated and heavily enameled. 

@ CORTLAND BLACK — straight woven, true selvage, 
hard elastic enamel finish. 

@ ULTRA PREMIER—extra strong, 50% heavier than 
standard cloth, electro-galvanized and heavy pigment 
coated. 

@ CORTLAND BRONZE— Alloy of 90% copper and 
10% zinc, resists salt, acids, gases. Bright or antique 
finish. 

@CORTLAND COPPER—from hard drawn .0113 
gauge copper wire, bright finish. 







All standard widths. 


Also extra wide widths 
above 48” to 72”. 







WIRE 
WIRE CLOTH 
POULTRY NETTING 
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| You don’t have to crack the whip over this big fellow to 
| get plenty of selling action. Just put him out in the open 
| where folks can see him—on the counter or in the window 
| —and then watch him start the load. This new No. 255 

ILCO Night Latch is not only extra rugged and depen- 

dable, but also Jooks it—and looks mean a lot in selling 
| home protection. Although it seems much larger and 
| heavier than others of its type, it will actually replace any 
standard backset model. Thg latch and strike have been 
built up impressively, yet the external dimensions have not 
been increased. It is designed on trim modernistic lines, 
which add to the effect of unusual strength and fine quality. 
These latches are furnished with either- cast brass or die 
cast pin tumbler cylinders and 
may be keyed alike or master 
keyed. 





Drive ahead with this new ILCO 
Night Latch and hit the road to 
good profits. Send for full details. 


INDEPENDENT 





ALCO LOCK COMPANY 


Fitchburg, Mass. 








Branches in all Principal Cities 


























It’s a fair question to ask .. . what kind of 
saw files are you getting when you stock the No. 
66 Retail File Display Unit for Nicholson Files? 

Here’s your answer, from a saw filer whose 
unsolicited letter in our recent morning’s mail 
tells the story better than we can. 


PATENTED 


*66 


WINNER .. . First Wolf 
Packaging Award In Its Class! 


HE SPEAKS 
FROM 
EXPERIENCE 
on Fourteen 


Thousand Saws! 


‘* 
* 
ey 
Se, 
: 


Every Nicholson File in the No. 66 Unit meets the 
unvarying high standards Mr. Norheim demands — each 
has its part in maintaining our slogan “12 perfect files 
in every dozen.” Let this “silent salesman” help build 
quality tool sales for your store. Your jobber can supply 
you. Nicholson File Company, Providence, Rhode Island, 
U. S. A. Canadian Plant, Port Hope, Ontario. 














action was taken on the idea and 
it will be developed at an early 
date. The design is a cylinder 
lock superimposed on a T-square 
and square with the letters 
“N.C.H.A.” 

Brief remarks were made by 
Chas. J. Heale, editor, HARDWARE 
AcE, and by Glendon Hackney, 
editor, Hardware Retailer, cover- 
ing points in the convention which 
had impressed them as particularly 
important. Both had made previ- 
ous remarks at the Wednesday 
session. 

Wednesday night the officers 
and directors of the association 
had an informal dinner with 
the manufacturers’ representatives 
whose 41 room displays were an 
outstanding exhibit of modern and 
quality hardware. Thursday night 
was the closing general banquet 
at which time John P. Dunphy, 
Yale & Towne Mfg. Co., acted as 
master of ceremonies, doing the 
job in the usual and well known 
“Jack Dunphy manner.” 

Officers elected by the N.C.H.A. 
are: president, I. S. Eshleman. 
Ostrander & Eshleman, New York 
City; vice-presidents: Jos. Raymer, 
Raymer Hardware Co., St. Paul, 
Minn., and Paul Easby-Smith, 
Builders’ Hardware Corp., Wash- 
ington, D. C.; secretary, Robert 
A. Culp, Stambaugh-Thompson 
Co., Youngstown, Ohio; treasurer, 
Wm. Haase, Richards & Conover 
Hardware Co., Kansas City, Mo. 
Until some permanent arrange- 
ments are made J. Harold Dum- 
bell, Pittsburgh, Pa., has agreed 
to act as managing-director. 

Directors chosen are: Stewart 
Sanders, H. M. Sanders, Boston, 
Mass.; Wm. J. Luxford, Weed & 
Co., Buffalo, N. Y.; J. H. Dum- 
bell, Samuel F. McKnight Hard- 
ware Co., Pittsburgh, Pa.; Paul 
Easby-Smith, Builders’ Hardware 
Corp., Washington, D. C.; B. Tom 
Jones, Tom Jones Hardware Co., 
Richmond, Va.; Jos. S. Hunt, 
Hardware & Supply Co., Akron, 
Ohio; John Worner, John Worner 
& Sons, New Orleans, La.; J. R. 
Raymer, Raymer Hardware Co., 
St. Paul, Minn.; C. A. Ludwig, W. 
A. Ludwig Hardware Co., Chi- 
cago, Ill.; W. E. Huffaker, W. E. 
Huffaker Co., San Antonio, Texas; 
C. E. Figgins, Hendrie & Boltorff 
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Co., Denver, Colo.; V. F. Mont- 
gomery, Bennett Montgomery 
Hardware Co., Los Angeles, Calif. ; 
I. S. Eshleman, New York City; 
Leon C. Warner, Jr., Warner 
Hardware Co., Minneapolis, 
Minn.; Robert A. Culp, Youngs- 
town, Ohio; John H. Freeman, 
John H. Freeman Co., Detroit, 
Mich.; John P. Murta, Murta Ap- 
pleton Co., Philadelphia, Pa.; B. 
C. Pinkerton, C. M. Berkley Hdwe. 
Co., Waterloo, Iowa; Carl J. 
Prinzler, Vonnegut Hardware Co., 
Indianapolis, Ind.; Wm. Haase, 
Kansas City, Mo.; B. D. Straughn, 
B. W. Straughn Co., Minneapolis, 
Minn.; F. J. Fitz-Gerald, Barber 
& Ross Co., Washington, D. C., 
and J. W. Ratz, Ratz Bros. Hard- 
ware Co., St. Louis, Mo. 





From the Big Leagues to 


the Hardware Business 
(Continued from page 29) 


business is in a college town, so 
that his sporting goods sales are 
tremendous. He carries a heavy, 
well displayed stock. But, as an ex- 
farm boy he also goes in for farm 
tools and implements, paints, tools 
and building materials. His con- 
cern also does a wholesale busi- 
ness. Recently Joe bought a farm 
near the city and it is one of the 
best equipped in the section. © 
While the eldex brother’s base- 
ball exploits somewhat  over- 
shadowed those of his younger 
brothers, they also have enviable 
records. Luke already has a rec- 
ord of 18 years in professional 
baseball and is still going strong. 
He and Joe played for the Cleve- 
land Indians at the same time, as 
did Riggs Stephenson, another 
classmate at Alabama. After leav- 
ing Cleveland, Luke caught for 
Washington a few years before 
going with the Chicago White Sox. 
Tommie was an infielder for one 
year with the International League, 
four years with Reading, Pa., in 
the Eastern League and one year 
with the Chicago Cubs. All the 
boys were heavy hitters. Joe is 
now 39 years old; Luke, 37 and 
Tommie, 33. So they are still 
young as age goes and are ex- 
pected to account for a number of 
home runs in the Southern hard- 
ware field. Joe has two sons 
which already look like good tim- 
ber for the Yankees in about 1950. 
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WINNER OF First Wolf 
Packaging Award In Its Class¢ 


HEESSC STEERER? 
HE SPEAKS FROM 
EXPERIENCE ON 
Thousands Of Sales! 


What will happen to your file sales if you put 
the No. 66 Retail Display Unit for Black 
Diamond Files on your counter? Here’s your 
answer, from a man whose many years in the 
business enable him to tell with certainty when 
a new “silent salesman” is working hard for him: 









. LED 
sour sales of first quality files? nce 
ect has the display had on Yo . oe 
none COUNTER .@” 


st? 
sou use itt 
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(Siem Sachs Metal SupP y 
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Every force that could be brought 
to bear goes to work for you when the No. 66 
Unit takes its place in your store. Color. Clear, readable 
prices. Cellophane wrapping. Careful partitioning of sizes 
and kinds. This unit bespeaks Quality throughout! Order 
Patented one from your jobber today! Nicholson File Company, 
Providence, R. I., U. S. A. Canadian Plant, Port Hope, Ont. 
J.) 





























The part of the design appear- 
ing in black is cut out so the 
shopper may see into the window. 


Let's Decorate for 
Hallowe'en! 


HILE the hardware stock 
may be less than a major 
factor in Hallowe’en cele- 


brations than that of department 
and novelty stores, it is by no 
means out of the picture. With 
adequate attention to decoration 
and advertising, a real participa- 
tion in Hallowe’en sales may be 
effected. Let us go over the stock 
for possible party prize merchan- 
dise and then prepare our displays 
and publicity. 

Fortunately, the motif for such 
decoration is very simple and can 
be produced economically. But 
let us consider the items first. For 
larger parties we have small elec- 
trical appliances, lamps, cords and 
plugs, flashlights, and many such 
items that will be welcome in 
any home. For less pretentious 
gatherings there are small kitchen 
ufensils and for the men we have 
dozens of mechanical items that 
will give the hostess an everlasting 


good name for sensible prizes. A’ 
«& « 
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good talking point in such an ap- 
peal, both in the store and adver- 
tising would be the slogan “Give 
useful prizes — instead of gim- 





cracks.” The hardware stock can 
suit almost any party budget. 

To dress an attention-compell- 
ing window, suppose we place a 
foot-wide border of orange paper 
around the entire show window 
glass. Within that area, place a 
large cut-out of the well-known 
witch riding her broom. This fig- 
ure would be cut out of the paper, 
leaving the figure part open so 
that the display could be viewed 
through it. (See illustration.) 
We then have a window that will 
pull from across the street and the 
items on display will be priced 
with colorful tickets and a show 
card that carries the slogan. 

Many hardware stores carry 
card tables and game accessories 
and these should be arranged in 
party formation in some part of 
the store where the attention can 
be directed to related items. It 
is a good time to suggest fixing 
up the bathroom with new soap 
dishes, towel racks, toilet seats, 
cabinets. Bathrooms are subject 
to notice of guests at parties and 
the hostess is likely to be respon- 
sive to the suggestion if these 
items are displayed nearby. Not 
only is the Hallowe’en party a 
stimulator of interest, but it hap- 
pens at a time of the year when 
people generally are thinking in 
terms of indoor life. 

If you are limited to the sim- 
plest type of price ticket, you can 
still make it attractive by using 
an appropriate orange and black 
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The pumpkin design for your price 
tickets adds the Hallowe’en note. 


combination. But, be sure to se- 
lect a light orange in order to give 
the lettering and pricing a good 
strong contrast and not have the 
card color so strong as to steal 
the attention value from the mes- 
sage. Have your price tickets uni- 
form in size and design. Your 
printer will cut them to size in a 
jiffy. 

Newspaper offices and printers 
usually have an advertising cut 
service prepared by high grade 
artists and they have mats from 
which they can cast inexpensive 
stereotypes of seasonal designs. 
There will be the inevitable pump- 
kin design in all of them. Select 
a large enough design to fit your 
price tickets and have the printer 
run off a supply to fill your needs 
liberally. The center part of the 
pumpkin design will be left for 
the lettering or prices. Use plenty 
of these tickets.~ 

Have the showcard writer do 
a large Hallowe’en poster to place 
on the side panels of your deliv- 
ery truck, calling attention to 
your store display and offerings. 

Make a special arrangement of 
the merchandise for Hallowe’en. 
Change the general appearance of 
the store by shifting appropriate 
items to more prominent posi- 
tions. This plan is followed by 
the larger stores to give the im- 
pression of newness and freshness. 
It is surprising how a frequent 
change of position of merchandise 
creates the impression that a lot 
of new goods is on hand. We do 
not advocate the shifting of those 
staple items that people expect to 
find in the accustomed place, but 
merchandise should be 
It educates 


seasonal 
brought to the fore. 
the public to shop around more 
frequently. Get them coming in 
and the sales will increase. 
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The PERFECT 
G/FT for the 
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CRAFTSMAN 





















Millers Falls Hand Drill 
No. 70 in this handsome 
Christmas wrapper. 


Our No. 70 hand drill, already a favorite among alert 
retailers from Sandy Hook to San Diego, will greet the 
holiday trade in a gay, striking Christmas wrapper of red 
cellophane—a sure sales-winner in any window or counter 
display. 

The Christmas wrapper covers the regular No. 70 
package. No danger of having Christmas merchandise on 


your hands out of season; just strip off the wrapper! 


‘A 


7Oth ANNIVERSARY HAND DRILL 


A genuine bargaiin—GOOD QUALITY, 
LOW COST — made and priced for quick 
profits. Large screw cap hardwood end 
handle; eight drill points, 1/16” to 11/64”; 
nickel-plated steel frame; two carefully ma- 
chined steel pinions; 31,” gear, finished in 
glossy red lacquer; nickel-plated crank; all- 
steel chuck with three hardened steel jaws 
holding 0” to 4%” shanks; overall length 
1254”; branded Millers Falls. 
Ask your jobber now. 
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ry 


MILLERS FALLS COMPANY 


Greenfield, Massachusetts 
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Do You Own— 
A RENTAL Floox Sanding Machine? 





“Professional ” KABRASIVES 


by BEHR-MANNING 


Floor Sanding “rentals” can be a nice source of income 
—resulting in additional sales of sandpaper, fillers, var- 
nishes, shellac, brushes and other supplies. But this is true 
only if the abrasive makes friends by doing a real, honest- 
to-goodness job. 


As a result of our everlastingly making QUALITY PROD- 
UCTS, Behr-Manning Floor Surfacing Abrasives have 
become standard with Professional Contractors throughout 
the country. What better testimonial could you ask when 
considering what to recommend and supply for your 
machine? 


Here ate our suggestions: 


SPEED - GRITS COMBINATION, for renewing old 
floors—to rip through coats of paint. varnish or other 
finish. The backing is a combination of paper and 
cloth, the grain is silicon carbide (second only to 
the diamond in hardness and sharpness) and the 
coating is “Openkote” to retard loading or glazing. 


LIGHTNING DURUNDUM PAPER, for a complete job 
on new floors and for following Speed-grits on old 
ones. It’s the best known name in Floor Sanding 
today ! 


Both these quality products are available in perfectly die- 
cut sheets for all the popular rental sanders—and are the 
result of 66 years’ manufacturing experience. 


Remember your machine is only as good as its sandpaper! 


BEHR-MANNING - TROY, N. Y. 


(DIVISION OF NORTON COMPANY) 





Better Packing Needed 
for Hardware and 
Allied Lines 


(Continued from page 33) 


packaging. There still remains to 
be considered the losses on the 
damaged goods, and the loss the 
customers will suffer. The total 
is sufficient to warrant very 
serious consideration. 

Mr. Pettigrew, of R. H. Macy & 
Co., Inc., told Mr. Donovan of 
the line of a manufacturer, on 
whose product sales were rapidly 
diminishing. The Macy _ store 
recommended a different packag- 
ing because it was suffering a loss 
as the result of repackaging. The 
new package was recommended, 
with the stipulation that the added 
cost could be passed on to the 
store. Macy’s saved money as the 
result of the change and the manu- 
facturer adopted the new packag- 
ing for its entire line. Since the 
change of package, sales for that 
company have steadily increased. 
Although that manufacturer is 
well regarded in the trade he did 
not realize that loss of business 
was due to poor packaging. How 
many other hardware manufactur- 
ers are “saving money” on their 
packaging and at the same time 
losing sales? 

The returned goods department, 
Masback Hardware Co., reports 
that the greatest returns from re- 
tail dealers are received on the 
following goods: 


Bottle brushes Hampers 








Bread boxes 
Sash balances 
Cement tools 
Chepping bowls 
Coffee pots 
Croquet sets 
Curtain rods 
Emery powder 
Family scales 
Food jugs 
Fruit juice 
extractors 
Glass shelves 
Grass seed 
Oil heaters 
Oil lamps 
Ovens 
Plain bibbs 
Plant boxes 
Planes 
Plumb bobs 
Pulley boxes 
Roller skates 
Sash cord 
Stove pipe elbows 
Hack saw frames 
Hammers 


Hinges 

Hose connections 

Heavy corner 
irons 

Ice cream freezers 

Kitchen utensils 

Machine bolts 

Mailboxes 

Mixing bowl sets 

Mops 

Oil cans 

Chain bolts 

Step-stools 

Sanitary garbage 
cans 

Tack claws 

Tap wrenches 

Tank balls 

Thermometers 
(tube broken, 
box perfect) 

Towel bars 

Try squares 

Vacuum bottles 

Vegetable bins 

Wash boards 

Wash boilers 


Window screens 


Returns of the foregoing lines 
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No need now to specify 5 YEAR HARDWARE for 20 


YEAR HOMES. Architects, builders and home owners 
have long appreciated the high quality and true authentic- 
ity of McKinney Forged Iron. This same hardware is 
offered to you now at a price within reach of everyone. 


ALHAMBRA DESIGN—in keeping 
with the feeling of Southern Ecropean 
Architecture. For the laraer home. 





WARWICK DESIGN—Heavy, massive. 
Dates back to the early days of England. 


Om emma 


CURLY LOCK DESIGN—Reflects the 


true Colonial spirit. 
a BEDFORD DESIGN—One of the newer 


DORCHESTER DESIGN—A popular | Fa numbers which has proven popular with 
design of high quality and texture. builders of small homes. 


McKINNEY MANUFACTURING COMPANY ~- PITTSBURGH, PA. 





HEART DESIGN—Graceful yet sturdy. 
Maintaining the texture of early Colonial 
days. 





DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 








SELL THE HAMMER 
THAT HOLDS THE NAIL 


The Cheney Nailer, the hammer that holds 
the nail, appeals to carpenters and household- 
ers equally well. The nail holding feature is 
just as practical as it is novel. Stores sell Cheney 
Nailers, when they can't even mention a regu- 
lar type hammer. Send your order today for a 
Cheney Sales Maker and let this friendly dis- 
play help you get more hammer business. Order 
the Cheney Sales Carton—now. In it are: 


10—16 ounce Cheney Nailers No. 938 
2—2Z0 ounce Cheney Nailers No. 937 


1—16 ounce Cheney Nailer No. 938 
chained to display. 


1—Cheney Sales Maker display. 


For more hammer business—stock the Cheney 
Line. 


HENRY CHENEY HAMMER CORP. 


Factory: Litile Falls, N. Y. 
Sales Office: 302 Broadway, New York 
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represent a substantial value. 
Checking Masback’s list with that 
of Macy’s list shows a very close 
agreement. Although the above 
list includes only outstandingly 
weak packages, it should not be 
concluded that the rest are satis- 
factory. Many hold their contents 
but the merchandise is so damaged 
when it reaches the retail store 
that the sale of the product is 
handicapped. 

In most cases using inserts to 
permit the use of one size package 
for several sizes of a product pro- 
motes damage. It is obviously false 
economy to attempt to save money 
in this fashion. Inserts should be 
used only to package a product of 
a peculiar shape which does not 
conform sufficiently to the square 
sides of its container to be held 
firmly in place. Inserts should 
also be used when reinforcement 
is needed to prevent a_sharp- 
edged article piercing the side of 
its container. 

Many unsatisfactory styles of 
packages were observed in the 
course of the survey. These prod- 
ucts could have been packaged in 
a more effective manner for the 
same or less cost. The first con- 
sideration is whether the package 
should be a set-up box (rigid, and 
formed, when received by the 
packager), or a folding carton. 
Should the carton be styled to 
merely serve as a transportation 
container or should it be designed 
to also be used for display? 
Should a display container be used 
for the individual packages? 
There are times when it is quite 
advantageous and other times 
when such practice is a waste of 
money. The important thing for 
the packager of hardware to re- 
member, in considering the style 
of a package, is that he can get a 
lot more for his dollar by giving 
careful consideration to the help 
he can gain by intelligent pack- 
aging and merchandising. 

A product must have attention 
to be sold. The United States De- 
partment of Commerce reports 
that the American public spends 
over one and one-quarter billion 
dollars annually, exclusive of 
clothes, on its personal appear- 
ance. If so much is paid to im- 
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Contrast in relat- 
ed lines. The mu- 
tilated package 
contains dish 
cloths, of greater 
individual value 
than each of the 
neatly packaged 
pieces of cheese- 
cloth shown in a 
compact counter 
display. 


prove personal appearance won't 
the consumer favor attractively 
packaged hardware? Tan, dark 
green, and mist gray won’t attract 
anyone, yet they are the favorite 
colors for hardware packages. It 
isn’t necessary to use dark colors 
to prevent soiling. Orange, blue, 
red, black and other contrasting 
colors should be tried. These 
colors cost no more and will win 
much more attention for a product 
than will tan, dark green and mist 
gray. 

Manufacturers spend millions to 
advertise their products and the 
copy on their packages should tie 
up with their advertising. The 
average woman is just a little over 
her head when she buys hardware. 
If she sees a package with a de- 
sign she recognizes from seeing 
the manufacturer’s advertising in 
magazines and newspapers she will 
be influenced in that product’s 
favor. The background of the 
previous association builds con- 
fidence. 

Copy can go even further. It is 
a well-known psychological fact 
that certain combinations of lines, 
or curves, or circles will attract the 
eye. These aids should be used 
when the copy is being developed. 
Moreover the copy makes the ap- 
pearance either pleasing or dis- 
pleasing. This, together with the 
above factors definitely affects 
consumer acceptance. And con- 
sumer acceptance is the jury’s de- 
cision on all products. 

There are many hardware items 
not packaged now which should 





be packaged. They are usually 
low priced and need screws for in- 
stallation. Here are good exam- 
ples: 

Curtain rod holders at 10 cents 
per pair. 

Clothes line pulleys at 10 cents 
each. 

Barrel bolts at 10 cents each. 

Angle, corner, and flat irons at 
three for 5 cents. 

“Retail dealers approached dur- 
ing the survey mentioned, of their 
own free will, that they would be 
willing to pay the additional cost 
of a package which would hold 
the article and its screws. They 
said that the time required to ser- 
vice customers on such merchan- 
dise is out of all proportion to the 
profit,” says Mr. Donovan. “Cards 
are now being used for this pur- 
pose but they are not satisfactory 
for stock-keeping and cost just 
about as much as cartons. Corks 
are an example of another type. 
Many of them are used in food 
and drink containers. Yet they lay 
in hardware store bins, without 
protection from dirt and handling. 
There is a good opportunity for 
some cork processor to take ad- 
vantage of this condition and push 
packaged corks, stating that ‘they 
are clean and sanitary.’ ” 

Hardware manufacturers solv- 
ing the problem of packaging so 
that merchandise is protected in 
transit and in stock and providing 


units of packaging that are most 


frequently demanded by the retail 


dealer and his customers will have 


a big advantage over their com- 
petitors. 
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High School Courses in Retailing 


(Continued from page 27) 


retail selling practices. Both man- 
agers and employees need real 
training if some of the retail hard- 
ware stores that are “skating on 
thin ice” are to survive. Retail 
hardware dealers who wish to ob- 
tain information as to what is be- 
ing done in their states, in the way 
of distributive trades education, 
under the George-Deen Law, can 
find out by getting in touch with 
the vocational education divisions 
of their state education depart- 
ments. As was pointed out in the 
June 2, 1938 issue of HARDWARE 
AcE, Federal participation is limi- 
ted to examining the various state 
plans for distributive education; 
approving the qualifications of 
personnel appointed under state 
set-ups; auditing financial reports 
of the state system and supervis- 
ing the allocation of funds avail- 
able to the states and otherwise 
aiding the states in the program. 


How It Works 


Under the plan outlined by the 
Office of Education, any person in 
a distributive occupation, involv. 
ing contact with customers will be 
eligible to enroll in a part time 
class if not less tan 14 years of 
age, or in an evening class if not 
less than 16 years of age. Classes 
to be organized under the program 
will attempt to meet the needs of 
managers, department heads, su- 
pervisors, buyers, salesmen and 
with delivery men or driver-sales- 
men having contact with the cus- 
tomers of retail stores. For each 
dollar advanced by the Federal 
Government up through June 30, 
1942, the individual states will be 
required to put up 50 cents al- 
though that ratio will be increased 
10 per cent each year until the 
states are matching Federal funds 
by 1946. The provisions of the 
George-Deen Law require that 
money provided for vocational 
education be used for salaries 
and travel expenses for teachers, 
and supervisors, and for teacher 
training in distributive occupa- 
tional subjects. 

Until recent years many young 
people became employees of re- 
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tail stores because they knew of no 
other places in which to seek jobs. 
And that idea was all right when 
people had to shop in their own 
communities or order merchandise 
from distant cities by mail. With 
the advent of good roads people 
began to shop in more distam 
shopping centers when they found 
their local stores had, by compari- 
son, poorly trained salesmen even 
though a good stock of merchan- 
dise was offered by the local estab- 
lishments. Since business goes 
where well-trained employees offer 
worth while merchandise it is up 
to the independent retail store of 
today to see that it has well- 
trained salespeople. It is no longer 
enough that a retail salesclerk 
have a pleasant manner. Retail 
store salesmen must now know 
their merchandise and know how 
to effectively present it to the cus- 
tomer. 

In former years vocational 
training high schools were in- 
tended chiefly for those who did 
not do very well in academic 
subjects. Today the vocational 
schools, whether covering techni- 
cal subjects, retailing, textiles, 
farming or trades such as printing, 
plumbing or auto mechanics are 
considered the most desirable 
schools by many students who are 
not in position, because of 
finances, to study for entrance to 
college. 

Unique among schools of re- 
tailing is that conducted as a sales 
laboratory in the Central Com- 
mercial High School, a_ public 
high school in New York City. 
Described in a booklet on the 
school as, “Sales Training by 
Actual Selling” the course includes 
both theory and actual selling. 
The object of the course is, ac- 
cording to Director Jacques S. 
Rosenblum, Ph. D., “to prepare 
for efficient retailing activity: 
those who want to prepare for the 
operation of their own retail stores 
and those who wish to be retail 
store salesmen. We also want to 
help those who wish to improve 
their ability as merchants and as 
retail sales clerks.” The course, 
started in 1936, has been carrying 








You have this 
CATALOG 





if you use the 
Merchandise Directory 


of Hardware Age 


If you have the 1938 Merchandise 
Directory of Hardware Age (issue of 
July 28) you will find in it the Con- 
densed Catalog of PITTSBURGH 
Fences. You can use this handy refer- 
ence no matter what make of fence 
you may buy. It gives information 
covering all standard types of farm 
and poultry fence as well as a variety 
of special PITTSBURGH lawn fences 
and poultry fabrics. When you buy, 
however, please remember that only 
PITTSBURGH Fence offers the bright, 
premium hot-zinc coated copper-bear- 
ing steel wire at standard prices. 

If you haven’t the Hardware Age 
Merchandise Directory, we will gladly 
mail you a separate copy of the Con- 
densed Catalog of PITTSBURGH 


Fences, as illustrated. 


PITTSBURGH STEEL CO. 


1621 GRANT BUILDING, PITTSBURGH, PA. 


Pittsburgh 
Fences 
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REVIVING 
AN OLD MARKET 





The 2-quart size in Us 

this sensational new Ss, 

Conco freezer makes it 

quick and easy (only four 

minutes’ turning time) to make ice cream at home 


. Frigidette is useful besides as an ice bucket, 
wine cooler, beverage cooler, vegetable preserver, 
pienic pack box, auxiliary refrigerator, and other 
uses. Dozens of new construction features that 
give it outstanding sales appeal! 


Atk Your Jobber! 














CONCO ENGINEERING WORKS 
"MENDOTA. ILLINOIS 
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out some of the ideas which are to 
be furthered under terms of the 
George-Deen Law, and Federal aid 
will be sought to expand the activi- 
ties of The Sales Laboratory as it 
is known. 

Bookkeeping, buying, selling, 
display work and the writing of 
advertising are obviously among 
the more important topics studied 
but even minor details such as 
sweeping the store floor, wrapping 
packages, housekeeping practices, 
etc., are included as a necessary 
part of a retail merchant’s or retail 
sales clerk’s training. Students 
taking the Sales Laboratory course 
actually sell merchandise in the 
store located in the ground floor 
of the Central Commercial High 
School, sales being made chiefly to 
students and faculty members of 
the school. As to the sales policy 
of the store Dr. Rosenblum says, 
“Everything is sold at list prices. 
We want students to know that 
list prices were set to protect the 
profits of the retail dealer. We 
want to teach students how to 
make money not how to lose it.” 


While many of the 250 students 
taking the Sales Laboratory course 
are interested in operating their 
own retail establishments much of 
the training takes into considera- 
tion the different types of posi- 
tions they might fill in a depart- 
ment store. Pupils advance, in the 
store, according to their ability 
and aptitude through such _ posi- 
tions as; stock clerk, auditing 
clerk, window decorator, sales- 
person, cashier, advertising man- 
ager and general manager. 

The Sales Laboratory course 
takes two years and is open to 
students who are graduates of 
junior high schools, students who 
have had two years of high school 
work or those who have had the 
equivalent of such studies. First 
year pupils study: English of re- 
tailing, vocational bookkeeping, 
health education, salesmanship 
and advertising, merchandise 
training, window display, store 
management, typewriting and Eco- 
nomics. During the second year 
students spend three weeks in 
class, followed by three weeks in 
the store alternating between 
theory and practical application of 
their studies. 


The store of the Sales Labora- 


tory looks like a real store and 
although it is not a big store it 
has several glass show windows 
with adequate lighting. All win-- 
dow displays are designed and in- 
stalled by students. Before a 
student installs a window display 
he is required to make plans for 
the display and estimate the cost 
of display materials to be used. 
Students do all of the work of con- 
structing the backgrounds, placing 
the merchandise and lettering the 
price cards. When a student in- 
stalls a display his or her name is 
indicated on a small card placed 
in the window. For the guidance 
of others, taking the course, the 
cost of the materials used is indi- 


cated in the display. 


The Store 


The usual practice is to con- 
tinue a store layout for six weeks. 
Each time a new “store” is in- 
stalled a new lease is drawn up. 
The lease, executed in legal man- 
ner, calls for payment of rent to 
the school. After all expenses 
have been taken care of the profits 
of the operation are turned over 
to the school’s fund for student 
relief. To date the store has been 
operated as: a women’s accesso- 
ries shop, cosmetics shop, notions 
shop, gift shop and sporting goods 
store, merchandise for the differ- 
ent establishments having been 
shipped to the “store” on a con- 
signment basis. Classes are held, 
morning, afternoons and evenings. 
The present sales laboratory staff 
includes 11 instructors in the day 
division and six teachers in the 
evening school. Alexander S. 
Massell is principal of the high 
school. 

The ultimate aim of the Sales 
Laboratory is to have a series of 
complete permanent stores for a 
variety of retail activities, so that 
students may devote their time to 
the particular type of retail store 
in which they are interested. This 
plan, will, it is hoped, be brought 
about with Federal funds and the 
assistance of the various trades 
whose merchandise is sold in the 
individual stores. An advisory 
board of representatives of various 
retail trades will be formed to 
assist in adhering to modern prac- 
tices in the different stores. 
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Hurricane and Hardware 


An Informal Letter from 


SEYMOUR N. SEARS 


F course you know that for about 

40 years I have been traveling 
through New England and have had 
many experiences with and seen 
many changes of temperature and 
conditions, such as the flood of 1936. 
and have been caught in blizzards 
that have kept me tied up for a day 
or two at intervals. However, prob- 
ably nothing quite compares with 
the storm of September 21st, when I 
happened to be in the city of Provi- 
dence when the hurricane hit. At 
noon time of that day, John Shann 
of Belcher & Loomis and I had 
luncheon together at the Dreyfuss 
and after another call at Barker, 
Chadsey, I started for Fall River. 
The windstorm began to come up 
and trees were falling all around; | 
had the radio in my car going, lis- 
tening to the ball game in Boston 
when the warning was broadcast by 
the chief of police of Fall River that 


the storm was very bad and caution- 
ing all cars off the road, asking the 
people to go within doors and stay 
there, as it was dangerous and the 
roads were impassable. It seemed 
better for me to go back into Provi- 
dence and get fixed for the night at 
a hotel. I got into the Narragansett 
Hotel and put my car in the garage 
which is directly opposite. I was 
assigned to a room on the sixth floor, 
went upstairs, sat down to write a 
letter home, saying that I was all 
right, when the lights went out. This 
big hotel had no lights, no electric 
power for the elevators, of course, 
no telephones, no wires out, no mail, 
no food; there was water in the 
water system, however, and each 
guest was given a candle at the desk 
to carry around so that he wouldn’t 
stumble over the dozens of people 
who were crowding the lobbies, hav- 
ing been driven in by the storm. My 





SEYMOUR N. SEARS 


car was the last car that had been 
taken up to the third floor in the 
garage before the elevator service in 
the garage stopped and all the cars 
that were on the ground floor were 
totally covered by water. It was im- 
possible to get anything to eat; | 
was successful, however, in getting a 
bar of chocolate at the newsstand, 
which was all there was to be had. 
The water started to rise in the 




























The Thomsen STRAP PULLER 


- Tool of 1000 Uses! 


EDs all trouble in strapping 
concrete forms, packing 
crates and boxes of all kinds. 
Easy to use. Saves time. Elimi- 
nates accidents—smashed fingers, 
etc. Does a better job. Indis- 
pensable in every strapping room. 

= Strongly made to give long ser- 
Quickly pays for itself in time saved. Four sizes. 





vice, 


WRITE FOR DESCRIPTIVE LITERATURE and PRICES. 


ee WANTED—Some territories open. Write or wire for 


particulars. 


PRECISION ENGINEERING COMPANY 


Thomsen Tool Dept. 


43rd Millcreek Kansas City, Mo. 




















Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Oportunities Dept. 
239 West 39th St... New York City 
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MORE DOLLAR PROFIT & 
“a PER CUSTOMER 


WITH UNIVERSAL STEEL FIXTURES 





UNIVERSAL ALL-STEEL FIXTURES are designed for one purpose 
only—to display hardware correctly, thereby helping the hardware mer- 


chant sell more. 
“stop and look’’. 


are finished in baked enamel, 


and clean. 
e 


UNIVERSAL THREE DECK 
TABLES display the greatest 
amount of merchandise per 
square foot of floor space. 


UNIVERSAL WALL SEC- 
TIONS are made for clear vision, 
with no pilasters or dividers be- 
tween sections. Your customer 
has an unobstructed view of your 
entire side wall. 


UNIVERSAL EQUIPMENT in- 
cludes everything for the com- 
plete outfittting of the retail 
hardware store. 


FREE CATALOG-FREE ADVICE 


Send for catalog, showing every- 
thing for hardware display, 
tables, wall cases, glass, fittings, 
accessories. With catalog is 
mailed chart for drawing in 
your floor plan. UNIVERSAL 
will make free store lay-out plan 
and return to you with cost esti- 
mate. UNIVERSAL sells —- 
thing for your store from 
single plece of glass to an TE 
tire store. I: formation and ad- 
vice furnished without charge 
Expert field men available to in- 
stall fixtures and place your 
stock. 


UNIVERSAL FIXTURES say to your 
They are graceful and flexible, built to last. 


customer 
They 
in attfactive colors and will stay bright 





THIS MODERN UNIVERSAL STEEL EQUIPPED 
STORE displays goods co:rectly 


A recent UNIVERSAL installation for 
HILLSBORO HARDWARE CO. 
WILMINGTON, OHIO 


Write for catalog or information 


UNIVERSAL EQUIPMENT CO. 
3500 ARTHINGTON ST. 
CHICAGO, ILL. 
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$3.95 in far 
West and South 


Streamline BEAUTY 
CAPTURES CUSTOMERS 


At last a low price scale stores can 
safely guarantee 


It's sweeping the market everywhere — this 
strikingly beautiful new Hanson Apartment 
Scale! Built on an utterly new mechanical 
principle. So simple it can't get out of order 
. certified accurate at all weight levels 
+ + + you can give guarantees with absolute 
safety. Full generous profits for you . .. yet 
you retail this distinctive new scale at a price 
within reach of every customer! 
Weighs to 250 Ibs. by pounds. In four beau- 
tiful colors. Ask your jobber for discounts. 


HANSON SCALE CO. (Est. 1888) 
510 N. Ada St., Chicago 1150 Broadway, New York 





by more than 


a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the ~—___7 
big hotel value 
in Philadelphia. 
1200 rooms. 


Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 

















middle of the city at about 5 o’clock 
in the evening and continued to rise 
very rapidly until about 7. At 7 the 
tide changed and the water ran out 
and about 9 o’clock it was possible 
to go out on the sidewalk. The water 
rose in the middle of the city—at 
Dorance and Weybosset Sts.—right 
in front of the hotel to a depth of 
eight feet. With the wind and with 
the rising tide, there floated into the 
main streets of the city tremendous 
timbers and pieces of lumber from 
lumber yards. These timbers struck 
the windows of stores—department 
stores, drug stores, etc., smashed the 
windows in; they frequently encoun- 
tered an automobile, turning over 
the automobile. Every car on the 
street was entirely covered by water 
and every car on the ground floor of 
the garage was covered by water. 
Fortunately, my car was up on the 
third floor and it is now Tuesday of 
the week following and I have not 
yet been able to have the use of my 
car, as it has not been possible to 
get it out of the garage. Every place 
for eating in the city was of course 
closed and it was not possible to buy 
anything to eat even at the lunch 
counter in the railroad station. I 
had my breakfast in a Pullman par- 
lor diner which had left Boston at 
3 o’clock the day before and was 
still on the rails at Providence. As 
soon as I could, I went to Boston 
and found that conditions there, 
were very much better, there was 
a great destruction of trees and most 
of the dealers were very busy on 
emergency demands. There was a 
great shortage of axes, candles, lan- 
terns, flashlights, saws and_practi- 
cally everything of that nature and 
there was a great confusion among 
the dealers trying to locate some- 
where someone who had some of 
these various items’ that they could 
distribute among the dealers who 
were crying for them from outside 
of the city. Frank Chase of Chase 
Parker Co. told me that they had 
not closed the doors of their store 
from early Wednesday morning, as 
there were demands by the govern- 
ment, city and state for items and it 
was necessary to keep their place 
open to get out what supplies they 
could to satisfy the urgent demands. 


The First Train Out 


Returned to New York on Satur- 
day, taking the first train out of 
Boston. This train left Boston at 
9 A.M. and arrived in New York at 
about 5 P.M. One road as far as 
Westerly, where we got out and got 
into buses which had been provided 


by the railroad, went around the city 
of New London and into Saybrook, 
where we again took the New Haven 
train and got to New York. Prob- 
ably the greatest destruction of any 
of the towns that I saw was New 
London itself. Beside the wind and 
the water, they had a tremendou: 
fire there and it will be many days 
before New London will be in any 
condition for business to proceed in 
its usual way. 


Confusion Reigns 


When the water had gone down in 
Providence, it left behind it a con- 
dition of confusion—overturned au- 
tomobiles, trucks, these tremendous 
great logs from the spar yard, oil. 
sludge, grease, and it was indeed 
slippery to walk on the streets. First 
thing the next morning, about 6 
o’clock, I got out of the hotel and 
found that the militia had been 
called in and some semblance of 
order had been arranged and while 
there wasn’t much that one could 
do, at least things were proceeding 
in an orderly way. This militia made 
rules that made it impossible for 
me to go around and look over the 
hardware stores in the center. How- 
ever, I know all of them were cov- 
ered to a depth about 8 ft. on the 
level and certainly have had a ter- 
rible mess to clean up and probably 
will not be in shape to do business 
for some little time. 


Holler 


A newsboy 
WAS asked 
HOW he managed to sell 
SO many papers 
EACH day. 
HE replied, 
“SAY, Boss, that’s easy. 
I just go 
TO where 
THERE is a lot of guys 
WHAT ain’t got 
ANY papers, 
AND then holler.” 
THAT newsboy 
DIDN’T know it, but 
HE was handing out a whole ser- 
mon 
ON selling. 
JUST go where somebody is 
WHO wants something 
HE has not, 
AND then holler. 
—The New York Press. 
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DOUBLE YOUR PRIZE 
Cash In On National 
W asher-lroner W eek 
For a G-E window display which ap- 

pears during National Washer-Ironer 

Week, Oct. 23-29, and which is entitled 

by its merit to win one of the prizes 

offered for the 10-week G-E Home Laun- 
dry Window Display Contest, General 

Electric will pay double the cash prize 

which would normally be awarded. Cash 

in on National Washer-Ironer Week — 
compete for double money! 













In General Electric's Big Home Laundry Equip- 


ment Window Display Contest . 


— Featuring 


The Dynamic New “Sell-Shock” Display Series 


Win a substantial cash prize! For the best window displays, 
using any of the powerful new General Electric ““SELL-SHOCK” 
Displays, set up by G-E Home Laundry Equipment dealers from 
September 15 through November 26, the following cash awards 


will be made: 


ist Prize...... 
2nd Prize...... 
3rd Prize...... 
4th Prize...... 
5th Prize...... 
6th Prize...... 
7th Prize...... 


soci oesutiase $100 OO PNGB eke iciscscincisccccce 25 
rE ee 75 OP Pics Oe 
sdiniennsia puns 50 OD Ca 
eaiataataienees és ZF UE PRI vekcsciisitccsscccrss 20 
silisipiah asic ZS BA EE vickinceisicicviccas. WO 
olioanieeaakase rr | ee a 


$400 IN PRIZES! 


To encourage dealers to capitalize on, National Washer-Ironer 
Week by means of powerful window displays during that Week, 
General Electric now offers to double the amount of any of the 
above cash prizes, so long as the prize-winning window is used 
during the week of Qct. 23-29. For instance, if the best window 
display of the entire contest appears during National Washer- 
Ironer Week, that dealer would receive $200 instead of $100! 

Write or phone your distributor today for full details of this 
remarkable contest which can put extra money in your pocket. 













6) WASHERS-IRONERS 


OCTOBER 6, 


REMEMBER — A 
WINNING G-E 
WINDOW DUR- 
ING NATIONAL 
WASHER- 
IRONER 
WEEK PAYS 
YOU A DOUBLE 
CASH PRIZE! 
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PROTECTION ib 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000,000 CONSUMER 


DEMAN 1) completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
..- makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 
















ROGERS 
Gloucester, Mass. 













BUSINESS OPPORTUNITY 


We have an extraordinary prop- 
osition for some one dealer in 
each town where we have no 
KYANIZE agency. Full informa- 
tion and story of what other deal- 
ers have done with the KYANIZE 
Self Smoothing Paint and 
Varnish Line will be sent by 
mail to responsible parties. 


BOSTON VARNISH COMPANY 
81 Everett Station, 


Boston, Massachusetts 





Ayanize 








P SELF SMOOTHING 4 
PAINTS - VARNISHES- ENAMELS 





Installment Selling 


(Continued from page 36) 


ling deferred payment volume 
serve as an argument against 
lowering of the carrying charge, 
but the survey indicated that there 
has never been any perceptible 
consumer demand for a reduction 
in the rate, the Martens committee 
observed. 

The committee estimated that 
the cost of handling installment 
business was approximately 7 per 
cent of the total sales of that type 
in the average store. However, it 
was pointed out, exact data for 
determining this figure is unavail- 
able because of a lack of adequate 
deferred payment cost accounting 
methods which would include cost 
factors beyond those of direct 
credit office expense. 

It was computed that in 1937 
the direct cost of running the de- 
partment store deferred payment 
credit operation averaged 5.6 per 
cent to total sales in that field of 
merchandising. Of this figure in- 





terest at 5 per cent represented 
2.5 per cent of the total direct cost 
figure; payroll 1.5 per cent; credit 
reports .25 per cent; professional 
services, attorneys’ fees, etc., .08 
per cent; postage .27 per cent; bad 
debts .71 per cent; supplies .17 
per cent and unclassified .12 per 
cent. The total of these 5.6 per 
cent to total sales, is not the com- 
plete cost figure for handling de- 
ferred payment volume, however, 
since it does not include such out- 
side elements as administrative 
expense, advertising, rent, light 
and heat, and taxes for which 
there is no accurate base at pres- 
ent for computation. Nevertheless, 
from similar analyses made by 
finance companies of the cost of 
handling items commonly sold in 
department stores, the committee 
estimated that factors beyond those 
included in the 5.6 per cent direct 
credit department expense figure 
would bring the total to 7 per cent 
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Boost DAZEY KITCHEN QUADRUPLETS..Make 


4SALES..4 PROFITS 


Instead of One! 





DAZEY De Luxe CAN You make up to 20 times the profit 
on a cheap can opener selling one 


DAZEY DE LUXE. But, that’s not 
all. The cheap can opener sells noth- 
ing more. The DAZEY puts that 
famous bracket on each customer’s 
wall and, in time, it will sell more 
DAZEY KITCHEN HELPS to Ag indispensable in any home as 





The world’s finest can opener 


NEW DAZEY 


QEN= SEAL 





(above) actually outsellscheap- ™ost of them. Are you benefiting a DAZEY Can Opener. In a 
est types by 7 to 1 in many thereby? If not, ask your jobber now _ jiffy it zips off practically every 


stores. Also available for those 5, prices and complete information. 


who can’t afford the best are 


type or size of top on glass food 
and beverage containers or 


DAZEY SENIOR and oid Through Jobbers and Dealers Only SEALS mason jars. Remarkable 


DAZEY JUNIOR. 


DAZEY 
SUPER-JUICER 


Famous citrus fruit juicer gets 
all the juice with minimum 
time and effort. Automatically 
strains out seeds and pith. Sur- 
prisingly rapid turnover. 





sales. 


DAZEY SHARPIT 


Most efficient—easiest to use of 
all household sharpeners. Pat- 
ented construction keeps magic 
groove always at correct sharpen- 
ing angle. The ‘‘best buy’’ 
among sharpeners! 


DAZEY CHURN & MFG. CO., Dept. P-13, 4301 Warne Ave., St. Louis, Mo. 
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of total deferred payment sales. 

“In view of this estimated 7 per 
cent deferred payment cost, re- 
tailers will probably find it unwise 
to decrease further the widely pre- 
vailing one half of 1 per cent 
carrying charge until such time as 
we have specific data showing us 
that we can operate profitably on 
a reduced rate basis,” the commit- 
tee reported. 

In connection with the reported 
trend toward lowering the carry- 
ing charge it was pointed out that 
one half of 1 per cent charge is 
the lowest in the consumer credit 
field. 

“During the N.R.A. days con- 
sumer groups testified in Wash- 
ington before the Code Authority 
that the department store rates 
(that is, 6 per cent per annum on 
the original unpaid balance) are 
the lowest in the consumer credit 
field and that even credit unions 
which pay no taxes—state, federal 
or municipal—do not match the 
department store rates,” Mr. Mar- 
tens asserted. “Credit union rates 
as a rule range between 1 and 114 
per cent a month on actual bal- 
ances. 

“The consumer is aware of the 
fact that when she buys on the 
installment plan she gets, to all 
intents and purposes, two distinct 
types of service from the store 
where an installment purchase is 
made. First, she gets a merchan- 
dising service, and secondly, a 
financial service in much the same 
way as if she went to a bank to 
make a loan to pay for a debt to 
be incurred. She is willing, how- 
ever, to pay the rate for the addi- 
tional financial service and con- 
siders it fair because she is aware 
that through installment selling 
she has actually secured a saving 
in the prices of numerous articles 
which have been reduced consist- 
ently because the sales thereof 
have been widely extended by 
means of the installment selling 
device.” 


Article in New York Herald Tri- 
bune August 28th by Mr. Harvey 
E. Runner 
Hatt In LIBERAL CREDIT 
TreEND Farts To Hurt 
INSTALLMENT TRADE 
Loss on Carrying Charges Shown 
by N.R.D.G.A. Study; Cut Held 


“Unwise” 
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The trend toward liberalization of 
credit terms which originated sev- 
eral years ago was brought to a 
sharp halt during 1937, with no ap- 
parent effect on the total volume of 
installment business, which reached 
$5,000,000,000, the high point since 
the 1929 top of $6,300,000,000. 

This fact, and the disclosure that 
the income from carrying charges on 
deferred payment accounts in the 
average department store provides 
less than half the cost of handling 
such accounts, were revealed yester- 
day in a study just completed by the 
Credit Management Division of the 
National Retail Dry Goods Associa- 
tion. 

The study, made by J. Anton Ha- 
gios, manager of the division, under 
the auspices of a committee headed 
by W. S. Martens, credit manager 
of Carson, Pirie, Scott & Co., Chi- 
cago, brought out that it would be 
“unwise” for department stores to 
decrease further the rate of carry- 
ing charges below the widely pre- 
vailing one-half of 1 per cent a 
month rate, until such time as it is 
shown that merchants can operate 
profitably on a reduced rate basis. 

The N.R.D.G.A. survey delved 


ated, as not a single store contribut- 
ing to the survey appears to be fol- 
lowing the policy of allowing no 
down payment.” 

As illustrative of what happened 
in 1937, Mr. Hagios referred to a 
few items widely sold on the install- 
ment plan. The typical terms for 
mechanical refrigerators changed, he 
said, from a maximum of 36 months 
and no down payments to a maxi- 
mum of 24 months and 10 per cent 
down payment. 

On vacuum cleaners, expensive fur 
coats, sewing machines and on 
women’s cloth and fur trimmed coats 
a larger amount of down payment 
was required in 1937 than in 1936, 
he said. 

Mr. Martens, chairman of the 
committee conducting the study, in 
analyzing the disclosures that in- 
come from repartment store carry- 
ing charges brings in less than half 
the cost of handling deferred pay- 
ment accounts, said that the average 
store reporting in the survey in- 
curred an average deferred payment 
expense of $27,897 and had an aver- 
age income from carrying charges of 
only $13,611, on an average install- 
ment volume of $784,713. 


TREND OF INSTALLMENT TERMS OF EIGHT COMMODITIES 





TrpicaL TERMS 
PrevaiLine Durine 
1936-1937 
CommopitTy . 


Range or Terms 





ConservaTiv EXTREME Liserat Extreme 





=| Payment (Months) 


Min. Down | Maz. Terms 
1936 1937 | 1936 1937 


Down No. of Down No. of 
Payment Months Payment Months 
1936 1937 | 1936 1937 | 1936 1937 | 1936 1937 





Mechanical Refrigerators....| None 10% | 36 24 
Radios, Phonographs.......| 10% 10% | 12 12 
Stoves, Electric and Others..| 10% 10% 12 18 
Other Kit-hen Equipment...| 1 10%} 12 12 
Laundering Equipment...... 10% 10% | 12 12 

0% 10%| 12 24 


Plumbinz Supplies.......... 1 
Ol Bureers..............00 10% 10%| 36 36 
Vacuum Cleaners........... 5% 10%| 18 18 











20% 0% 12 12 | None $5.00| 60 36 
25% 20' 6 6 | None 5.00 
20% 20%| 10 10 | None 5.00} 60 36 
20% 20%| 6 6 | None 5.00| 36 24 
10% 20%| 6 10 | None 2.50| 36 36 
10% 10%| 10 12 | None 10%| 30 24 
10% 10%| 4 12 | None 10%| 36 36 
10% 20%| 6 10 | None 100) 24 24 














The above table, prepared by the Credit Management Division of the National 
Retail Dry Goods Association, compares credit terms of department stores in 1937 


with those prevailing in 1936. 


into the question of credit terms on 
a broad scale, and in an analysis of 
20 commodities found not only that 
there had been a halt in the move- 
ment to liberalize terms but that 
there had actually been a consider- 
able revision downward as far as 
maximum terms are concerned, and 
upward as far as down payment re- 
quirements are concerned. The ac- 
companying table shows the scope of 
this trend. 

Mr. Hagios, in commenting on the 
development, said, “it appears that 
maximum terms of 36 months are 
definitely on their way out.” He also 
declared that the no-down-payment 
feature “had been virtually obliter- 
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In conclusion, let me remind 
you that there are finance com- 
panies that are set up to help the 
retailer carry these installment 
sales. Upon inquiry you can get 
full information on these com- 
panies from the manufacturer or 
jobber from whom you are buy- 
ing stoves. If they have not this 
information, as I mentioned at the 
end of my third article on “The 
Amazing Stove Business” you can 
get information on this install- 
ment buying from the Commercial 
Investment Trust Company of New 
York City, by writing to Mr. Brins- 
ley of their New York City office. 











Now You Can Stock 
The Full Line of DIETZ 


General Service Lanterns 
In Streamline Models 


“MONARCH” "LITTLE WIZARD" 
“No. 2 D-LITE" "No. 2 BLIZZARD" 


HE Four styles in which Dietz 

Streamline Lanterns are now avail- 
able will meet all requirements of your 
customers. They are the BIG FOUR for 
QUALITY—last word in good looks and 
fine construction — BONUS VALUES, 
every one. 


“Monarch,” best known hot blast lan- 
tern; "Little Wizard," the little low 
globe cold blast lantern, with lighting 
power exceeding that of many large 
lanterns; No. 2 “D-Lite," famous large 
cold blast lantern of highest lighting 
power; No. 2 "Blizzard," improved large 
high globe cold blast lantern. 


Stock the Big 4 Line of Streamline Dietz 
Lanterns for profitable Fall and Winter 
sales. 


wimpy 4 


LANTERNS 





ee ee ew ee 
NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD 
Founded 1840 


Output Distributed Through the Jobbing 
Trade Exclusively. We Do Not Sell Chain 
Stores, Catalog Houses, or Syndicate Buyers. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Free Brush Offer 

For a limited time, dealers who carry 
the Superkleen line may present paint- 
ers with a high quality, professional 


painters’ varnish brush, 2% in. size, 
with each purchase of a No. 5030 Su- 
perkleen wall brush in the 4 in. size. 
Both brushes are made of 100 per cent 
pure China Bristle, with no admixture 
of horsehair, and both are regular num- 


bers in the Superkleen line. The 
regular price of the wall brush has not 
been changed. Superkleen Brushes, 
460 Smith St., Brooklyn, N. Y. 


Oil Burning Space Heaters 


The Metal Door & Trim Co., La- 
Porte, Ind., is offering to dealers a 
sales manual and envelope circular, de- 
scribing its 1938 line of Metco oil burn- 
ing space heaters. 


Nesco Electric Roasters 


With the addition of two large size 
model electric roasters, Nesco is now 
able to offer a new line of eight models 
suitable for every purpose at popular 
prices. The new DeLuxe Model, No. 
9835, listing at $29.95, is of full 18- 
quart capacity and is finished in ivory 





and black baked enamel with chromium 
trim. It is automatically controlled with 
a liquid bulb thermostat, the dial of 
which has an “off” position and is 
graduated from 150 degrees to 500 de- 
grees. Cover which is hinged has two 
adjustable browning vents, is double 
shell insulated and has a chromium ex- 
terior and stainless steel interior. Other 
features include a cookie sheet, remov- 
able, easily cleaned black porcelain 
enameled cooking well, black porcelain 
enameled heating well, four position 
adjustable bake rack, and thick glass 





wool insulation. The new Standard 
Rectangular Model No. 9834, listing at 
$22.95, has the same features and large 
capacity of the DeLuxe Model except 
that its cover is made of single shell 
aluminum and the thermostat is of the 
bi-metal type. It has no cookie sheet. 
National Enameling and Stamping Co., 
Milwaukee, Wis. 





General Stokers 

This rugged, simply constructed bin- 
feed model stoker is designed for use 
in the majority of average-size homes. 
General Stokers, Inc., Philadelphia, Pa. 





Atlas Floormaster 


Made in four sizes, it is an all-pur- 
pose floor maintenance machine. It pol- 
ishes, waxes, sands, scrubs, steel-wools, 





dry cleans and buffs. Only a simple 
change of brush, disc or buffer is neces- 
sary. It may be used on every type of 
floor, wood, concrete, marble, rubber, 
etc. Motor is air-cooled and is en- 
closed for protection against dirt, grit 
and moisture. Has sealed-in-oil lubri- 
cation chamber. Machine has rubber 
covered automatic trigger safety switch. 
Handle grips are of steel. Every mov- 
ing shaft is mounted on two ball bear- 
ings, which are held in ball bearing 
retainers that are cast in one piece 
with the gear case unit so that the 
moving parts cannot shift out of their 
true running positions. This construc- 
tion is said to prevent wear of gears, 
shafts and ball bearings and thus in- 
suring long life to the machine and 
silent operation. Copies of an attrac- 
tive folder illustrating and describing 
the many new features of this machine 
are available from the manufacturer, 
Atlas Floor Surfacing Machinery Corp., 
218 E. 34th St., New York City. 


Shane and Hays Catalog 


The new catalog of Shane & Hays, 
Inc., 5300—21st Ave., Brooklyn, N. Y., 
presents a new line of Silver Top 
brushes. 
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Lauson Engines 
The Lauson Co., New Holstein, Wis., 


announces three new air-cooled engines 
of %, %, and 1 hp. The 1-hp. engine is 
light weight, has advanced cooling and 
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ball bearings. Horsepower developed by 
this engine, maker states, exceeds 1.4. 
The other two models are especially 
adapted for power lawn mower, sprayer, 
duster and garden tractor applications 
where extremely dusty conditions are 
encountered. They have completely 
dust-sealed magnetos, screened in fly- 
wheel housing and oil bath air cleaners. 


Oil Stove Wick 


This “new model” cotton wick is for 
use in all Perfection-made oil stoves 
and water heaters, including the Ivan- 
hoe and Puritan lines. Called the 
“Perfection ‘Inter-Flow’ Wick No. 
331-X”, instead of the usual double ply 
of cotton threads, with crinkled warp 
threads interwoven with the weft of the 
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inner and outer plies, it has an inter- 
mediate third ply with straight vertical 
threads. This is said to prevent 
shrinking and stretching, enabling the 
flame to hold its adjustment better. 
Path of oil is also shortened, making 
the flame quicker, hotter and steadier 
because of the quicker capillarity due 
to the straight vertical threads. Per- 
fection Stove Co., Cleveland, Ohio. 


Pot And Flesh Forks 





These are the newly designed pot and 
flesh forks—part of the line recently 
announced for 1938 by the Geneva 
Forge Cutlery Division, Edward Katz- 
inger Co., 1949 N. Cicero Ave., Chicago, 





Ill. Some of the handles are natural 
beechwood, others are cocobolo. Han- 
dles are kiln dried to prevent shrink- 
age and extra large for easy handling. 
Pointed tines and blades are of car- 
bon and stainless steel. Each fork is 
packed in an attractive display box of 


red and blue. 





Automeal Electric Roaster 


Complete set for the Automeal in- 
cludes a broiler-grid and five-piece Glas- 
bake dish set or seven piece Mirro 
aluminum set. Automeal is of streamline 
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design finished in black with chrome 
trim and has a special sturdy steel 
stand as optional equipment. It cooks 
entire meals for eight to 10 people and 
also grills, fries, bakes, or toasts and 
can be plugged into any wall or floor 
outlet. Westinghouse Electric & Mfg. 
Co., Mansfield, Ohio. 
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U.S. 
HEXLOK 
Poultry Netting 
sets an entirely new 
standard of quality for @ 
hexagon-mesh fabric. ie - 


The LOCK-TWIST 

Weave produces a more 
uniform, more rigid fab- 
ric, neater in appearance, 
easier to handle and cut, 
superior in service. 


U.S. HEXLOK is avail- 
able in all fast-moving 
widths and weights, Gal- 
vanized Before or After 
Weaving; heights 12 to 
72 fecken. The one- 
inch mesh comes in No. 
19 and 20 gauge; the 
two-inch meshin No. 16, 
19 and 20 gauge; the 
34-inch ain in No. 16 
auge. All Coppere- 
fcles Steel Wire. 





U.S. STRAITLOK—the 
original straight-line net- 
ting—is woven like farm 
fence. The straight, par- 
allel line wires and mesh 
a wires are bound together 

i bythe Lock-Twist weave. 


U. S. STRAITLOK 
stretches perfectly with- 
outtop-rail or baseboard. 
Costs less to erect... 
Gives long, satisfactory 
service. 


~OULTRY NETTING 
mi 
SITE 

\ ' ¥ by Made of Copper-Bearin: 


5) % Steel Wire in one an 
two-inch mesh Galvan- 
ized Before or After 
Weaving. Furnished in 
all tended heights from 
12 to 72 inches. 


U. S. HEXLOK and 
U. S. STRAITLOK 
Poultry Nettings cost no 
more than ordinary fab- 
rics. Ask your Jobber or 
write direct! 


Ww snencetianiitaiiadlbsimeat Wt 
+ UNIFORM SPACING - 


PARALLEL 
LINE WIRES 


NON-SLIP 
JOINTS 
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INDIANA 


STEEL & WIRE CO. 





MUNCIE INDIANA 





Streamline Juice King 


Made of aluminum and rust-proof 
Zamak. Units are attractively finished 
in various colors to match trend in 
color harmony. Juice King presses all 





drinkable juice and pulp directly into 
serving glass, free from pith, seeds, or 
bitter rind taste. Easily cleaned by re- 
moving cup and cone, and rinsed in 
clear, hot water. Juice King has no 
crevices. National Die Casting Sales 
Corp., 600 N. Albany Ave., Chicago, IIl. 


Rixson Hinges 


The Oscar C. Rixson Co., Chicago, 
Ill., has issued a catalog, No. 27B on its 
Series 350 checking pivot hinges for 
single and double acting lavatory stall 
doors, dwarf doors, rail gates, coupon 
booth closers, etc. 





Tree Paint 


Bartlett Tree Paint is said to destroy 
and prevent growth of wood-destroying 
fungi and for the protection of wounds. 
Applied with ordinary paint brush. Re- 
tains its liquid consistency under freez- 
ing temperatures and may be thinned 
with linseed oil if desired. Will not 


crack or blister. Also made in plastic 
form for cavity work. Put up in pint, 
quart, and gallon cans, and 5-gallon 





and 30-gallon drums to retail respec- 
tively at 45 cents, 75 cents, $1.50, 
$5.50, and $30.00. Bartlett Mfg. Co., 
3003 E. Grand Blvd., Detroit, Mich. 





Water Softener and Perfumer 


Zest is a new device that is easily 
attached to any standard shower fixture. 
Into it, a special tablet is placed which 
softens the water and imparts a fra- 
grance while the water is conditioned. 
The tablets dissolve slowly and are said 
to last 15 to 20 minutes in the shower. 
Available in pine, gardenia, and laven- 





der. For those having no _ shower, 
there’s a portable model that attaches 
to the faucet and adheres to the wall 
by means of a suction cup. The Stan- 
ley-Oliver Mfg. Co., 1414 S. Wabash 
Ave., Chicago. 
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Western Wall Chart 


Shows actual-size reproductions of 
every Super-X center-fire cartridge with 
complete specifications. It is 134%4 inches 


by 21% inches and is handsomely litho- 
graphed in full color. Equipped with 
string at top for hanging. Available free 
from Western Cartridge Co., East Alton. 
Il. 














Aluminum Round Roaster 


This round roaster with rack will 
hold a six-pound roast or a four-pound 
fowl. It may be used as a whole meal 
cooker or a covered pot and either lid 


ay 





or the pan may be used as a saucepan, 
casserole, broiler or open roaster. Wire 
rack can be used as a cooling stand for 
cakes, cookies, doughnuts. It is being 
featured at $1.69 in the Mirro Parade 
of Fall Specials. Aluminum Goods Mfg. 
Co., Manitowoc, Wis. 





John B. Varick Catalog 


Catalog No. 38, containing 1291 pages 
illustrating and describing shelf and 
heavy hardware, tools, paints, and var- 
nishes, cutlery sporting goods, fishing 
tackle, electrical, radio, contractors’ and 
automotive supplies, has been issued by 
the John B. Varick Co., Manchester, 
New Hampshire. Catalog compiled by 
North American Press, Milwaukee, Wis. 





Remote Control Thermostat 


For oil burning heaters. Consists of 
thermostat, length of 1/16 in. copper 
tubing and valve. Opens or closes 
valve gradually as temperature of room 
changes, increasing or decreasing sup- 
ply of oil to burner. Thermostat may 
be attached to any oil burning heater 
having gravity feed with exposed sup- 
ply line. Controls heater operation 
automatically. No working parts in 
unit and nothing to get out of order. 
Installed by removing fitting to which 
oil line tubing is connected below hand 
valve and attaching Rega valve. Rega 
Mfg. Co., 79 Mt. Hope Ave., Rochester, 
N.Y. 
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PRICED FOR VOLUME SALES! 


Fulton No. 185 
Airmoisteners 






yeni 
ages. 


Fulton 
Airmoisteners 
For Radiators. 


Fulton 
Humidifiers 
For Warm- 

Air Registers. 





free circulation of clean, 
healthy, moist air over 
concealed twin water pans 
and through openings in 
sides of Airmoistener; not 
on top. Beautifully fin- 
ished in aluminum; made 
of rust-resisting material 
throughout. 





Tie-in with the national 
publicity campaign fea- 
turing Fulton Airmois- For warm air Registers, 
teners! Priced low enough there’s the line of Fulton 


for every home-owner to Humidifiers. Inexpensive 
afford one for every radia- —for either wall or floor 
tor! Design promotes type Registers. 


Write for complete information 


PATENT NOVELTY COMPANY 
305 Eighth Avenue, Fulton, Illinois 


New York Chicago Denver San Francisco 
1150 Broadway 192 N. Clark St. 1518 Arapahoe 1128 Mission St. 





STRIKING “PROOF DISPLAY” 
SELLS TIP-TOP SOLDER 









People actually crowd—Sales Skyrocket— 
when NEW 28” Display demonstrates 40- 
Ib. resistance of TIP-TOP Liquid Solder 
repair. Display takes small space... ef- 
fective for years. Shows weld-like bond of 
greatest heatless solder made. TIP-TOP 
normal fast seller ... is 100% faster with 
new display. ORDER DEAL TODAY! 








Your Cost Retail 
A--28 inch TIP-TOP Price 
DEMONSTRATOR $1.20 
B--2 DOZEN TUBES 
CARDED 3.80 $6.00 
C--6 TIP-TOP TUBES FREE 1.50 
5.00 7.50 
You Pay 5.00 


PROFIT 2.50 


YOUR PROFIT 50% A—28” 3-Color Display 


FLOWS LIKE 
LIQUID— 
HARDENS 
LIKE METAL— 
Solders a million things. 
Grips like steel . . 
gives a weld-like bond 
with most materials. —_ 
ST 


SEE . « « 





B—TWO ti x14 CARDS 


50% PROFIT! 


Special Deal ONLY $5.00-—Sell for $7.50—Make $2.50 


PROFIT! Original deal nets you extra big margin . YOUR JOBBER 


fetes sales even more! ORDER TODAY FROM JoB- See your jobber salesman 
ER, OR_ WRITE next time he calls. 


TIP-TOP PRODUCTS CO., Dept. B— Omaha, Neb. 


ORDER FROM 























Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 


ployer and employee. 
Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 


RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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"NEW 


8 INCH 


BENCH 
SAW 


A larger precision and production circle saw 
just added to the popular Arcade Power Tool 
line. Outstanding features . . . instant table 
tilt adjustment to any degree up to 45 de 
grees, quick adjustment of saw blade height, 
accurate rip fence, precision mitre gauge, 
needle bearings, machined table top 18” x 19”, 
heavy saw arbor 5%”, cast iron base, massively 
constructed and well ribbed for strength, 
equipped with accurate splitter and guard. 
Write for information on this and other 
Arcade Power Tools . .. the popular priced, 
quick-selling line. 


ARCADE MFG. CO. 
1201 Shawnee St., Freeport, Il. 


ARCADE 


HARDWARE & TOOLS 





















“Escape-Proof” Trap 

The newest trap announced by Chas. 
D. Briddell, Inc., Crisfield, Md., is the 
“Escape-Proof,” which the company 
states combines many features which 





7 





guarantee trappers increased catches of 


muskrat, mink, and skunk. It has a 
“delayed-action” guard which does not 
throw until the animal is caught by 
regular jaws; animal tugs on same to 
escape, thus releasing guard that 
thrusts him in position where he can- 
not gnaw, bite, wring, or twist off his 
leg. Other features are improved one- 
piece treadle, cadmium plated, rust- 
proof guard and spring, semi-automatic 
set, high grip, quick action. 


Midget Utility Plier 
No. 3411—made of chrome vanadium 


steel with four adjustments up to 9/16 
in. Each plier is mounted on attractive- 





ly colored card. Pliers are priced to 
sell at low figure. Indestro Mfg. Corp., 
Chicago, Ill. 


New Insecticide Containers 


Bee Brand Insecticides are now being 
packaged in redesigned metal contain- 
ers. The dominant color scheme of red 
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and yellow, adopted by McCormick 
and Co., Inc., Baltimore, Md., to keep 
its insecticide line separate and distinct 
from its food line, was retained but a 
great deal of the advertising copy that 
had appeared on the face of the pack- 
ages was eliminated. Trade mark has 
been made smaller. Containers made 
by American Can Co., New York City. 


City Letter Box 


The latest addition to the Fulton line 
is this city letter box in smart design 
with Kristokrak green finish, to retail 
at 50 cents; slightly more in the moun- 








tain states, on the Pacific coast and in 
Canada. Box is of ample capacity and 
has a top hinged cover which always 
remains closed. It has a serviceable lock 
and keys. Patent Novelty Co., Fulton, 
il 


Vest Pocket Light 


This vest pocket light is of ordinary 
fountain pen size. It has a _ rotary 
switch that turns easily on and off with 
one hand by a rotary motion. Maker 








states it cannot light accidentally in 


the pocket and discharge batteries. 
Constructed of heavy gage brass; has 
heavy chromium plating, and stream- 
lined pocket clip and genuine Mazda 
spotlight lamp. Deal No. PL-1 consists 
of eight to an attractive counter card. 
List price less batteries. 59 cents: 
dealer cost each, 38 cents, and dealer 
cost card of eight, $3.04. Ray-O-Vac 
Co., Madison, Wis. 





Dual Electric Range 


Range also cooks and bakes with 
coal, wood, or oil. An air heating and 
circulating system is built into this unit 
for room heating purposes and is par- 





ticularly suited to homes where, at 
times, some source of heat is needed 


in the kitchen. Renown Stove Co., 


Owosso, Mich. 


Wrenches for Hollow Screws 


A line of wrenches for hollow screws 
has been announced by the Armstrong 
Bros. Tool Co., 317-357 N. Francisco 
Ave., Chicago. Now, instead of wrenches 
formed from lengths of hexagonal bar 
stock, the hollow screw user can as- 
semble a tool of size, shape and length 
needed from a_ set of interlocking 
drivers, handles, extensions, and 
ratchets. This new wrench resembles 
in general a detachable head of a 
socket wrench, but in place of a socket 
to fit over a screw head, it has a pro- 
truding hexagonal driver that fits into 
the hollow screw. Ten sizes fit all hex 
nut hollow screws and cap screws from 
\% in. to 1 in. diameter. An AL-100 set. 
illustrated, consists of 10 wrenches, 2 
reversible ratchets, 3 sliding T-handles, 
2 extensions and an adapter in a fitted 
steel case. Wrenches, handles and ex- 
tensions are of Chrome-Vanadium tool 


steel. Reversible ratchets are drop 


forged with hardened steel gears. Al! 
wrenches and parts are chrome plated. 
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NOW Sell All Your Hunters 
HOPPE’S Gun Cleaning Packs 


| pend hunter can use one—especially for trips. Convenient. Contains 
everything necessary for quick, easy, thorough protection for guns. 

Hoppe’s No. 9 Solvent to clean barrels and prevent rust and corrosion. 
Hoppe’s Cleaning Patches to apply No. 9. Hoppe’s Lubricating Oil to 
prevent wear and insure quick, easy operation of gun actions—never 
gums. Hoppe’s Gun Grease for all gun protection, especially in camping. 

Order Hoppe’s Gun Cleaning Packs from your regular jobber. For free 
booklets on gun protection for your customers, write us. 


FRANK A. HOPPE, Ine. 

2314-A North 8th St. Philadelphia, Pa. 
REPRESENTATIVES: Ed. W. Simon Co., Inc., 302 Broadway. New York City 
H. L. Bowlds & Son, 108 W. 2nd St., Los Angeles, Calif. 

and 831 S.W. Vista, Portland, Ore. 















ORIGINAL 
MAYDOLE HAMMERS 


Now Backed by The Engineering, 
Production and Merc andising — 7 






Skill of MAYHEW _____-e 


ee —_ 


seinen 

MAYDOLE HAMMERS for 
100 years have been recognized 
as the finest line of hammers in the 
world. Featuring the famous Adz Eye 
originated by Maydole. Every hammer 
is perfectly balanced. Order from 
your Jobber Salesman. 


Columbian Rope Company, Auburn, “The Cordage City”, N. Y. SOLD EXCLUSIVELY THROUGH WHOLESALERS 


WATERPROOFED - GUARANTEED MAYHEW STEEL PRODUCTS, Inc. 


SHELBURNE FALLS, MASSACHUSETTS 





To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 























EY 
R Holiday Season With 


Wodow EQUIPMENT! 


An Invitation to members of the 
AMERICAN HARDWARE MANUFACTURERS ASS‘N 
N 


NATIONAL WHOLESALE HARDWARE Ass’ 
and its auxiliaries 


THE NATIONAL ASSOCIATION OF SHEET METAL 


DISTRIBUTORS and the ACCESSORIES BRANCH 


to make The Claridge their home during 
their Annual Convention, Oct. 17th to 20th. 


European Plan: Single from $4.00 
Double from $6. Also American Plan 
ALL ROOMS WITH BATH 
Fer comsuations telaphane HELLER'S ATTRACTIVE FIXTURES 
New York Off. : Chickering 4-6699: W ashingtonOf.. : District 2685 Wi L L j N Cc R E A Ss E H fo) LI D A Y B U Y } N gS ! 


Putsburgh Off: Atlantic 6240° Philadelphia Off.: Kingsley 3150 Stimulate greater sales for your big 1938 holiday season—present your 
merchandise in the ATTRACTIVE HELLER MANNER! 


HELLER OFFERS FREE STORE PLANNING SERVICE! 


Just send size of your store together with any changes you might be 
planning and our Service Department will outline suggestions and 
prepare elevation sketches showing how the fixtures will look especially 
Joseph P. Binns, Manager for your store! Take advantage of this FREE OFFER without cost 
or obligation! 


TLANTI iTV WRITE FOR FREE LITERATURE! 
_— vhs W. C. HELLER & CO. 


1038 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City 
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A Quick lurnover 


HARDWARE TRADE 


ontests OF INTEREST TO THE 





ig a 


plus-selling 
points! 


1. Invisible from either 
side when door is closed. 


2. No protruding hinge 
pins to be damaged, 
cause injury, or invite 
tampering. 


3. Enables a closer fit. 


4. Door weight removed 
from screws because 
hinge fits snugly into 
deep mortises. 











NY 
ANY 





NAY 


LAL 


AY 





\ 





It’s the only hinge of- 
fering these outstand- 
ing plus-features 


Soss Manufacturing Co. 


648 E. First Ave. 
Roselle, N. J. 






IN\/ISIBLE HINGES 


LESS STOCK TO CARRY-YET A 
WIDER FIELD OF APPLICATION 


A popular buy-word 


National 


HARDWARE 

















to score of years that these fine 
products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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BEHR-MANNING CORP., 
Troy, N. Y.—$25, $15 and $10 
awarded for the three best photos of 
window displays trimmed with com- 
pany’s sandpapers or oilstones. Non- 
winning entries receive Crystolon 
Handy Sharpener. Company will pay 
particular attention to general ar- 
rangement and ease with which its 
products and names can be recog- 
nized. Entries made with glossy 
black print, 5 by 7 or 8 by 10 in. 
not later than Oct. 10. Address The 


Triangle, in care of the company. 


GENERAL ELECTRIC CO., 
Bridgeport, Conn.—$400 in prizes 
for the best window displays of 
G.E. Home Laundry Equipment. 
Contest started Sept. 15 and runs 
through Nov. 26. Windows must use 
G.E. “Sell-Shock” displays. Awards, 
first, $100; second, $75; third, $50; 
fourth to eighth, inclusive, $25 each 
and ninth to thirteenth, $10 each. If 
displays are used during National 
Washer and Ironer Week, Oct. 23-29, 
and are judged among the winners, 
the amounts of awards will be 
doubled by the sponsors. Address 
General Electric Co., Appliance and 
Merchandise Department, 1285 Bos- 
ton Ave., Bridgeport, Conn. 


LOVELL MFG. CO., Erie, Pa., 
$300 in prizes for the best window 
displays of all “Lovell”-equipped 
washers during National Washer and 
Ironer Week, Oct. 23-29. First prize, 
$100; second prize, $50; third prize, 
$35; three fourth prizes of $25 each 
and five fifth prizes of $10 each. All 
washers used in display must be 
equipped with Lovell wringers. 
Other home laundry items may be 
shown. Part of display material 
available to dealer from company 
must be used. Other display ma- 
terial may be included. Entries sub- 
mitted by glossy photographs, 8 by 
10 in. preferably, and plainly iden- 
tified. No photos returned. They 
become company property. Contest 
closes midnight, Nov. 10, 1938. Ad- 
dress Contest Dept., care of com- 
pany. 


THE SILEX CO., Hartford, 
Conn.—$5,040 distributed for best 
window displays of Silex glass, 
coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 


ers: three first prizes of $250; three 
second prizes of $50, and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25; three 
second prizes of $15, and 75 third 
prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest begins Oct. 15 and 
closes Dec. 1, 1938. Entries must 
be mailed not later than Dec. 10. 


WESTINGHOUSE LAMP DI- 
VISION, Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J. With- 
in each of the six Westinghouse 
Lamp districts a total of 100 teams 
of jobber salesmen, captained by 
Westinghouse salesmen will com- 
pete for prizes. They will be in the 
form of merchandise which the win- 
ning salesmen will select, and will 
purchase through the medium of 
certificates. One prize will go in 
each district to the winning jobber, 
to be distributed among his com- 
peting salesmen. Another prize will 
be awarded each month of the six 
months’ contest to all jobbers, 60 
per cent of whose salesmen have se- 
cured one or more contracts during 
the month. Still another prize will 
be awarded in each district to the 
jobber salesmen having the high- 
est individual score. Contest starts 


Oct. 1. 





Fence Catalog 


Republic Steel Corp., Cleveland, 
Ohio, through its Gulfsteel division at 
Gadsden, Ala., has issued an attractive 
32-page catalog on Republic Southern 
Fence and other steel products for the 
farm. Catalog contains details on hog 
and field fence; stock and field fence, 
sheep, horse, and cattle fence; wolf- 
proof fence; poultry fence; single and 
double picket lawn fence, trellis, fence 
posts; end and corner posts; barbed 
wire; bale ties; wire nails and roofing 
products. Included also is helpful in- 
formation on fence erection, wire gages, 
etc. Copies available from Gulfsteel 
division. 





Marble Arms Catalog 


A convenient pocket-size catalog of 
outing equipment has been issued by 
the Marble Arms & Mfg. Co., Glad- 
stone, Mich. Dealers handling items of 
the company’s line of knives, sights, 
gun cleaning implements, axes, com- 
passes, waterproof match boxes, etc., 
are entitled to a free supply for counter 
distribution. 
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Arkansas Retail Hardware & Im- 


plement Assn., Feb. 14-15, 1939, at 
Marion Hotel, Little Rock, Ark. G. L. 
Turner, 320-322 E. Markham St., Little 


Rock, is secretary. 


American Hardware Manufactur- 
ers Assn. and the National Wholesale 
Hardware Assn., Oct. 17-20, 1938, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ group, and 
George A. Fernley, 505 Arch St., Phila- 
delphia, is secretary-treasurer of the 
wholesalers’ group. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 


general manager. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters, 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 


St., San Francisco, is manager-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Association 
of Credit Men, Grand Rapids, Mich., 
June 12-15, 1939. Henry H. Heimann, 
One Park Ave, New York City, is exec- 
utive manager. 


Illinois Retail Hardware Assn., Jan. 
31, Feb. 1-2, 1939, at State Armory, 
Peoria, Ill. C. G. Gilbert, 1155 Merchan- 
dise Mart, Chicago, is managing direc- 
tor. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secretary. 


Implement Dealers Assns., National 
Federation of, Oct. 11-13, 1938, at the 
Hotel Sherman, Chicago. Herbert J. 
Hodge, secretary, Abilene, Kan. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely. 
915-935 Security Trust Bldg., Indianap- 
olis, is managing director. 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, 
Ky. J. M. Stone, 1009 Seelbach Hotel, 


is secretary. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
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Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Clark, 2861 Gravois Ave., St. Louis, is 
secretary. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold W. Bervig, 1112 Olds 
Tower, Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 
at Auditorium, St. Paul, Minn. C. J. 
Christopher, Nicollet at 24th, Minne- 
apolis, Minn., is manager-treasurer. 


Montana Implement & Hardware 
Assn., Oct. 24-26, 1938, at Lewistown, 
Mont. R. M. O’Hearn, Townsend, Mont., 


is secretary. 


Mountain States Hardware & Im- 
plement Assn., Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder. 


Colo., is secretary. 


National Wholesale Hardware 
Assn. and the American Manufacturers 
Assn., Oct. 17-20, 1938, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary-treasurer of 
the wholesalers’ group, and Charles F. 
Rockwell, 342 Madison Ave., New York 


City, is secretary of the manufacturers’ 
group. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg. 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., March 1-2, 1939, at Hotel Statler, 
Boston, Mass. Exhibit at hotel. George 
G. Hoy, 140 Federal St., Boston, is 
secretary. 


New York State Retail Hardware 
Assn., annual convention and_ trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary, John B. 
Foley, 508 Hillds Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., in Feb., 1939, in 
Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit. Feb. 7-9, 
1939, in Mont. N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythias 



















rm-and-Hammer 


Look for th ARMSTACNG BROS. A 


ARMSTI 


PIPE 
CUTTERS 


The Drop - Forged and 
“Combination” Pipe Cut- 
ters can be used as a 1 
or 3 wheel cutter. All are 
improved cutters, accu- 
rately made with hardened 
steel pins and _ rollers. 
Thrust rods of ‘“Saun- 
ders” type cutter are 
hardened at the piont and 
bear on embedded, hard- 
ened steel block. On 
“Barnes Type” the thrust 
is taken up by drop- 
forged steel section. Parts 
are interchangeable with 
other standard makes. All 
are Cadmium Plated. 

ARMSTRONG BROS. 
Knife Blade Cutter 
Wheels cut much faster 
and easier, hold their keen 



















cutting edge for they are 
made of Vanadium Tool 
Steel, heat treated, hard- 
ened, and cadmium plated. 







Write today for Cat- 
alog P-35, the most 
complete line of Pipe 
Tools made. 





ARMSTRONG BROS. TOOLCOMPANY 
*'The Tool Holder People"’ 

314 N. Franciseo Ave., CHICAGO, U.S.A. 

New York San Franeiseo London 
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you'll say, 


“HOW DID | DO 
WITHOUT THEM?” 


Kum-Kleen Labels Quickly 
Applied Without Moisture 
































KUM-KLEEN labels are applied on 
any smooth, dry surface without wet- 
ting .. . are easily removable but 
hold indefinitely until removed and 
can be used over and over again. 
They are conveniently packed on 
backing material for insertion in 
typewriter. Available in all conven- 
ient label sizes, packaged 1000 to a 
box. Send today for free samples. 
@ Easily Applied @ Require No Moisture 
@ Instantly Removable @ Adhere Firmly 

@ Keep Indefinitely @ Do not Dry Out 

@ Inexpensive 


Rum Tleen 


AVERY ADHESIVES 
334-336 East 4th Street 
LOS ANGELES, CALIFORNIA 








Shaneee 


New products and new 
trade names are constantly 
being added to the listings 


for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
i “Who 
He'll be 


in, write to the 
Makes It” Editor 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
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Hall. Thompson, Grand 


Louise J. 
Forks, N. D., is secretary. 


Ohio Hardware Assn., Feb. 1417, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 


Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium, 
Oklahoma City, Okla. C. F. Nelson, 
411 Key Bldg., Oklahoma City, is sec- 
retary. 


Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 Realty 
Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Canyon, 
Tex., is secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24, 
1939, at William Penn Hotel, Pitts- 
burgh, Pa. Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 
phia, is managing director. 


Southern California Retail Hard- 
ware Association, semi-annual Hardware 
Conference, Oct. 27, 1938, at the Hotel 
Huntington, Pasadena, Calif. 1939 con- 
vention and exposition at the Hollywood 
Roosevelt Hotel, Hollywood, Calif., 
March 1-3, 1939. J. V. Guilfoyle, 1026 
Rivers-Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hdwe. Ass’n, 
convention and exhibit, March 14-16, 
1939, in Corn Palace, Mitchell, S. D. 
C. J. Christopher, Nicollet at 24th, 
Minneapolis, Minn., is manager-trea- 
surer. 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit San Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Ass’n, 
National Supply & Machinery Distrib- 
utors Ass’n, and Southern Supply & 
Machinery Distributors Ass’n, May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Ass’n, R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Ass’n, H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Ass’n, Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 


Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, W. Va. R. A. Fryaser, 17 
N. Sixth St., Va., is secretary. 





Washer-Ironer Show, first annual 
exhibit sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, In January, 1939. 


Western Retail Implement & 
Hardware Assn., annual convention 
Jan. 17-19, 1939, at the Municipal Audi- 
torium, Kansas City, Mo. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely. 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 
secretary. 


Useful Articles Needed 
In the Home 


Hoffman Hardware Co., 1906 
Monterey, Avenue, Chicago, is go- 
ing over the top in these days of de- 
pression by making an impression 
with the public in their selling cam- 
paign of paints, varnishes, glass, cut- 
lery and crockery ware. 

The catchy slogan used in Hoff- 
man’s sales campaign while featur- 
ing these hardware items, is that 
they are “Useful articles needed in 
the home.” 

This is good hardware sales psy- 
chology in these days of budget 
balancing, as it reminds the house- 
wife that they are “useful,” thereby 
being necessities, so to speak; that 
suggest to the home maker the idea 
of putting these items of hardware 
on the “must” shopping and buying 
list, at once. 

The word “needed” in this slogan 
caps the climax as showing it is 
penny wise and pound foolish to put 
off buying these articles any longer 
because they are “needed.” 

“In the home” is a finishing touch 
that is the purchasing point, always 
in good hardware selling, home ap- 
peal is always there, just a gentle 
stress—a mild suggestion like Hoff- 
man puts it over, reawakens home 
interest, home comfort and improve- 
ment in the home. Use the home ap- 
peal liberally. 

—Bill Raley. 


Firearms Catalog 


“Sporting Firearms,” a 44-page, 8% 
x 11 in. catalog has been issued by the 
Remington Arms Co., Inc., Bridgeport, 
Conn. The catalog is complete with all 
the facts concerning Remington Arms, 
telling the background and methods of 
production and giving all the specifi- 
cations and description required. The 
entire line of modern ,Remington fire- 
arms is presented in the volume and a 
special section is devoted to high grade 
Remington rifles and shotguns. 
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& FAGLE (Cet or «6 
"7 Strike Plates and Riveted 





The Strike Plates and Joints on Eagle Folding Joints 
Rules are RIVETED TOGETHER—rivet ex- —————> 
sn., tends completely through the metal joint, 
139 wood sections and strike plates making them , » F 
° DOUBLY SECURE. Patented joints prevent > = ae BR a 
Ex- “stretch,"' prevent twisting apart, protect = ee oe 
ely the markings. 3 to 8 ft. Steel or brass trim. 4 
’ Ask your jobber. 
ee. THE RULE THAT HAS MADEGOOD. : (ere) 
Is 
EAGLE RULE MFG. CORPORATION 47 WARREN STREET CORPORATION 740 NO. WASHINGTON AVE 
514 HUNTS POINT AVENUE, NEW YORK PRN: < Shar MEER EE 5 ra ce Na 

















EXTRA SALES FEATURES— 


the extra features of the Hamil- 


106 ton Beach food mixer give you 
ae extra selling points — easier 
: sales. 
we NATIONALLY ADVERTISED 
ion in the Rotogravure Section of 
|m- Sunday newspapers. 
ut- FREE DEALER HELPS— 
Complete—attractive. Furnished ¢ ee 
off- free on request. le * 
ur Order Hamilton Beach food mixers 


from your Wholesaler. Write us for 


Roasters \ 


































































































hat free dealer helps. SEae: 
in HAMILTON BEACH CO., Racine, Wis. ae ae 
Div sion of Seovill Manufacturing Co. a 
sy- . 5 ba 
se- | a 
sby ) ‘ 4 os é 
hat ey —_— — . 
- CAULK-0-SEAL | oF 
are t \< 2 
ing REG. U. 8. PAT. OFF. _ ; 9 
PLASTIC, NON - STAINING CAULKING COMPOUND 
_ @ Permanent Seal — elastic — holds fast. W/ ITH holidays just ahead the demand for Carlton Stain- 
ag poe OC Se Ce Coos fot less Steel Roasters and other utensils is bound to reach 
is ‘AV sp RA talline eal neha dads si new heights, for the fame of this superior ware is ever 
put ry at, oil. growing steadily. Check your stocks and bring Carlton 
rer @ Mode in white, binck and 8 colors. Ware to the front so it can do its best for you. Order of 
al | @ In Cartridges, Bulk and Tubes. your jobber. 
7 Hy 2 “a Order Direct or Through Your Jobber 
ich a w ):—= Send for Circular end Color Chart The Carrollton Metal Products Co., Carrollton, Ohio 
1ys [ A A . 
“4 i E C LBAR CHROMIUM 
4 PAINT & VARNISH COMPANY AND NICKEL 
ot - 2612-26 North Martha Street 
oe s PHILADELPHIA. PA STAINLESS STEEL WARE 
9 ° 
ve- - 
ip- 
O,! Must $ G7 NEW BUSINESS 
. Vo | —— IN 13 MONTHS 
HAVE IRON Tice 
a SPEED-O-LITE RENTALS 
Reports St. Paul Hariware Dealer who purchased 3 
more SPEED-O-LITES and writes, -‘‘It’s the best 
paying item in my store.’’ The success of thousar.ds 
1 of other dealers is your guarantee of increased sales 
72 and profits. All guesswork is eliminated by our 
he REE Advertising Material and Merchandising Plan 
that have never failed to bring in both old and new 
rt, customers for rentals. Daily sales records of dealers 
everywhere prove that for every dollar a customer 
all spends to rent the SPEED-O-LITE—he will spend NO DIRT 
another dollar for sandpaper and floor finishing mate- NO DUST 
ns, riels. Write TODAY for details of our 5-DAY FREE NO MUSS 
of as Trial Offer. 
> ons? cou * The SPEED-O-LITE is light weight * Vacuums up all dirt and dust. 
ifi- os my re Works "right oe ‘ ° a ballroom finish on every 
I 0 «the quarter- oor. 
he ae fro BoucuT BY MILLIONS EVERYWHERE round, . * Burn-out-proof motor 
“a > po at 53 
a a LINCOLN-SCHLUETER * fithines’ manuiscture. | 
de FLOOR-MACHINERY COWINC. =. GUARANTEED for | year In- 
THE McCORMICK SALES Cco., BALTIMORE, MD. | 212 W. Grand Ave., Chicago, Ill. eluding Motor. 
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THE ORIGINAL 
TIRE FABRIC MAT 
Herringbone weave, Patented 
Link-type construction 


Only mat with squeegee action that cleans 
soles and also sides of shoes. Lays flat, yet 
rolls easily. 


Sold Only Through Jobbers and Dealers 


DURABLE MAT CO. 
777 Brook St. Akron, Ohio 7 








HINDLEY WIRE GOODS 


earn their way through higher 
profits, better quality 


———, 


BRIGHT WIRE GOODS—WIRE FORMS 
COTTER PINS EYEBOLTS 


HINDLEY “®6, Co-. 6°, JOHN st. 


VALLEY FALLS, R. I. 

















efolol S7 Gu oi 11 0,715 
CLIPPERS 


MOUNTED ON THIS 
“SALESMAN” 


Colorful fast-selling dis- 
play holds doz. elippers at 
’ f 35¢ ea. Good profit. Ask 
APPT tn 
4 Mee ggh: IM The H.C. COOK CO. 
4 (27 Beaver St., Ansonia, Conn. 


DENISTON 


‘‘Lead Seal’? NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service, 
Gmart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Geal’’—the lead under the head and down the 
shank actually plugs the natl hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 
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Gem Nail Clippers 
















Worth Going After! 


There are many Business Opportunities 
in the Classified Opportunities Section 
of Hardware Age that are worth going 
after. 

Many of these side lines may be just 
what you need to increase your commis- 
sions. 


If you don’t happen to find the kind of 
line you want, why not advertise for it? 
Take advantage of the opportunity the 
Classified Section offers to keep you in 
touch with the sales positions that are 
open. Read the classified section of 
each issue. 


HARDWARE AGE 


Classified Opportunities Dept. 


239 W. 39.h St., New York 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Altoona, Pa.: Where can we ob- 
tain the yellow label Dagger brand 
jewels saw blades and frames? H. J. 
Prutzman Co., Inc. 

ANSWER: Wm. Dixon, Inc., 32 
E. Kinney St., Newark, N. J. 


* * * 


St. Petersburg, Fla.: Who makes 
stainless steel sheets with an asphalt 
paper backing? Pinellas Lumber Co. 

ANSWER: Ludlum Steel Co., 460 
Armstrong St., Watervliet, N. Y. 


* * 


Emporia, Va.: Who makes flex- 
ible steel link fire place screens? 


W. T. Tillar Co. 


ANSWER: Bennett Fireplace 
Corp., Norwich, N. Y. 
* * ” 


Glen Cove, L. I.: Who makes an 
electric shoe polishing outfit? 
Charles of Glen Cove, Inc. 

ANSWER: King Shoe Shiner 
Corp., 119 W. 23rd St., New York, 
N.Y. 


* * * 


Manitowoc, Wis.: Who makes the 
Spicky brass polish? J. J. Stangel 
Hardware Co. 

ANSWER: Spicky Polish Corp., 
1401 Third St., San Francisco, Calif. 


Hicksville, N. Y.: Who makes the 
Kleensweep sweeping compound? 
D. Sausmen. 


ANSWER: Sweeping Compound 
Mfg. Co., 421 Broome St., New 
York, N. Y. 


* + 


Sherburne, N. Y.: What firm puts 
up flowering bulbs for house cul- 
ture complete with stones and moss? 


A. H. Krause & Son. 


ANSWER: The House of Ryn. 
veld, 149 W. 24th St., New York. 
a. a 


eo Ff ® 


Petersburg, Va.: Who makes Erec- 
tor sets? Charles Leonard Hard- 
ware Co. 


ANSWER: A. C. Gilbert Co., New 
Haven, Conn. 


* * * 


Fort Scott, Kan.: Who makes 
grinding and polishing machines for 
plate glass? A. C. Penniman & Son 
Hardware Co. 


ANSWER: Henry Lange Machine 
Works, 166 N. May Street, Chicago, 
Ill. and Sommer & Maca Glass Ma- 
chine Corp., 3600 S. Oakley Ave., 
Chicago, Ill. 
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MAKES IT?” 


Information regarding sources of supply ax pro- 
vided readers of Hardware Age by the “Who Makes 
Itt” editor in here presented as an aid to others in 
the trade who may he seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


Fort Plain, N. Y.: Who makes 
automatic egg graders? Stewart & 
Bergen Co. 

ANSWER: Perfection Egg Grader 
Co., Royal Oak, Mich., and Nation- 
al Egg Equipment Corp., 1030 Ful- 
ton Market, Chicago, IIl. 


Ridgewood, N. J.: Who makes the 
Kohler Stove pipe crimper? Ridge- 
wood Hardware Co., Inc. 

ANSWER: Kohler Mfg. Co., 115 
Horanaday Rd., Pittsburgh, Pa. 


* % * 


Kingston, N. Y.: Who makes the 
Midwest brand of painted and cop- 
per tipped oars? L. S. Winne & Co. 


ANSWER: New York Boat Oar 
Co., 40 Rector St., New York, N. Y. 


* * * 


Narberth, Pa.: Who makes letters 
and numbers that shine or reflect 
when headlights are directed on 
them? Ricklin’s Hardware. 


ANSWER: Reflecto Products Co., 


210 Fifth Ave., New York, N. Y., 
and Surf Advertising Co., 60 East 
42nd St., New York, N. Y. 


Lenox, Mass.: Who makes asphalt 
blocks to be used for floor in a box 
stall? Maskell-Broderick Co., Inc. 

ANSWER: Asphalt Block Pave- 
ment Co., Toledo, Ohio, Hastings 
Pavement Co., 25 Broad St., New 
York, N. Y., S. B. Leach, Lemoyne, 
Pa. 
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Wytheville, Va.: Who makes the 
Hanline’s box strapping clamps? 
Kincer-Miller Hardware Co. 

ANSWER: H. G. Hanline Co., 
Inc., 331 Race St., Philadelphia, Pa. 


*% * * 


Brooklyn, N. Y.: Who makes the 
Kimmel electric broilers? Ridge- 
wood Paint & Hardware Supply Co. 

ANSWER: Kimmell Metal Mfg. 
Co., Rochester, N. Y. 


* xX & 


Philadelphia, Pa.: Please furnish 
the address of Nelson Bros. Co., 
manufacturers of circular log saws. 
Murtha, Appleton & Co. 


ANSWER: Saginaw, Mich. 


* * * 


Montreal, Can.: Please furnish 
the address of R. H. Brown & Co. 
Durand Hdwe., Ltd. 


ANSWER: West Haven, Conn. 


*% * * 


Sumter, S. C.: Who makes the 
Volunteer shot gun? W. B. Burns & 
Sons. 

ANSWER: Special brand of Bel- 
nap Hardware Co., Louisville, Ky. 


*% * % 


Orange, N. J.: Who makes the 
Utilitong ice cube tongs? Henry E. 
Tyler. 

ANSWER: Wm. Langbein & 
Bros., 161 Willoughby St., Brook- 
lyn, N. Y. 











Reg. U.S. Pat. Off. 


Since 1785 


TOOLS 


and HARDWARE 
for all 
regulation requirements 


also BE SURE to 
Ask Your Jobber 


about our proven mer- 
chandising plans which 
will assure you 


PROFIT 


instead of mere 


MARK-UP 


THE PECK, STOW & WILCOX CO. 


Southington, Connecticut 




















There is always steady 
demand and a fine 
profit on Red Devil 024 
Glass Cutters The 
unique Easel Counter 
Display is an attention 
getting reminder that 


makes customers buy 


“It's ALL in the Wheel 
—a wheel BETTER and 
LONGER WEARING thon 
wheels have ever been 
because precision ma- 
chine made of special 


alloy steel 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 
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Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Bet solid, maximum, 50 words...... $3.00 
Al capitals, maximum, 50 words... $4.00 
Each additional word. . 06 


Positions Wanted 
(Bpecia) Rate) set solid, maximum. 
GD GED cc ccccccvcsccsecccecs 50 
Bach additional) word ............ 01 
dow Seven Words for K eyed Address or Your Address 


SORE DISPLAY ones 
Qe GD ca vinete ndescocscenegecase 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents. Jobbers. Jobbers’ Salesmen. manmeners one Retoil Salesmen 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions 15% off 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 

_-~eo— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 
15 days previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs. etc., will 
not be forwarded. 
Address your correspondence and replies to 
HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to a, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 








Young Aggressive Credit Man 


can be of real service to up-to-date hard- 
ware manufacturer, jobber or re- 
tailer. Eight years’ experience in responsible 
position with large New York Bank and at 
present with well-known electric refrigeration 
ae. Married; age 28. References ex- 


nged. 
“EE on 0-72, care of HARDWARE AGE 
239 W. 39th St, N. Y. City 











A CAPABLE YOUNG MARRIED MAN of 
26 with 8 years’ experience in every phase of 
the hardware business wants to get an executive 
position with some reliable hardware concern. 
Address Box D-187, care of Harnwart AGE, 239 
W. 39th St., N. Y. City. 





CATALOG COMPILER—ABLE TO TAKE 
entire charge of compiling jobber’s catalog. Will 
travel anywhere. Thoroughly experienced—having 
worked on many large size jobbers’ catalogs. 
Address Box D-189, care of Harpware AGe, 239 
W. 39th St., N. Y. City. 





HONEST AND ENERGETIC YOUNG MAN, 
28 years old, desires position with progr essive 
concern. Has had five years’ all around experi- 
ence in selling behind hardware counter. ‘lhree 
years’ experience in selling major appliances in 
the home. Possesses managerial ability. Capable 
of doing repair work. Address Box 1-184, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, NOW WITH JOBBER, SEEKS 
connection with manufacturer. Age 38, married. 
Twelve years with leading jobbers and three 
years with nationally known manufacturer. Ex- 
perience covers all lines of hardware. Now located 
in New York State but no objection to other 
locations. Salary and expense or salary and 
bonus arrangement. Address Box D-181, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





EXECUTIVE FACTORY REPRESENTA. 
TIVE THOROUGHLY EXPERIENCED in 
wholesale hardware, mill supply and’ industrial 
field, Illinois, Indiana, Ohio, Michigan, desires 
connection with well established, reputable manu- 
facturer only. Very successful working with 
salesmen, opening new accounts and developing 
old ones. Address Box 7654-A, care of Harp- 
ware Ace, 10 S. LaSalle St., Chicago, III. 





SPECIALTY SALESMAN NOW WITH 
JOBBER is interested in a better opportunity 
with some well-known manufacturer on a com- 
mission and exclusive franchise basis. Age 40. 
Good health. 14 years’ experience representing 
iobbers and manufacturers in the Tennessee terri- 
tory. Experience covers such lines as mechanical 
and electrical specialty products. Good following 
among hardware dealers. Commissions last year 
about $5,000. Address Box D-182, care of 
Harpware Acre, 239 W. 39th St., N. Y. City. 





SALESMAN, AGE 30, COLLEGE GRAD. 
UATE (Administrative Eng.), 8 years’ experi- 
ence—2 years Prod. & Cost Dept., large ship- 
building company, 2 years’ cost statistician, 4 
years’ selling housewares—definite following among 
department, hardware and housefurnishing stores, 
jobbers and institutional trade in the East, de- 
sires full-time position with manufacturer of 
kindred lines. Excellent references. Address 
Box 1D-188, care of Harpware Ace, 239 W. 
39th St.. N. Y. City 
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EXPERT ACCOUNTANT, BOOKKEEPER, 
OFFICE AND Credit Manager, with eleven 
years’ thorough experience. Assume complete 
charge of books, credits and entire office. High- 
est references available. Address Box D-166, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City 





24 YEARS’ EXPERIENCE SELLING 
HARDWARE, housefurnishings, toys, sporting 
goods, electrical, plumbing, mill and factory sup- 
plies, radios, paints, etc.,—-window trimming— 
show card and sign work, newspaper ad writing, 
store departmentizing—capable of building win- 
dow display backgrounds—display tables—sam- 
pling of doors or drawers—capable of manage- 
ment of sales force or departments. Make me 
en offer. Address Box D-167, care of HarpwWarE 
Ace, 239 W. 39th St., N. Y. City. 





DISPLAYMAN AND SHOW CARD 
WRITER, 15 years’ experience, desires connec- 
tion with manufacturer, store or chain, anywhere 
in the East. Design, build, install displays that 
really sell merchandise. Specialize in hardware, 
automotive, houseware, electrical, sporting goods. 
Unusual training in merchandising, advertising, 
store management. i2 years as display manager 
one of country’s largest hardware stores. Refer- 
ences. Address Box D-163, care of Harnware 
Ace, 239 W. 39th St., N. Y. City. 











RESPONSIBLE MANUFACTURER SEEKS 
MANUFACTURERS’ AGENTS calling on build- 
ers’ hardware trade to sell complete line of door 
hangers and track on commission basis in exclu- 
sive territory. Several good territories open. Give 
full information including products now handled 
and territory covered. Address Box D-183, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








Agent Wanted to Sell 
PIPE FITTINGS 


WIDES MACHINE PRODUCTS 
Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 














SALESMEN WANTED WITH HARDWARE 
STORE FOLLOWING in Metropolitan area and 
New England states to carry as a side line 
plumbing specialties and supplies. Address Box 
D-185, care of HarpwarE AcE, 239 W. 39th St., 
N. Y. City. 





SALESMEN WANTED WITH CAR TO sell 
a line of Dog Furnishings on a commission basis. 
Prefer men now contacting hardware and de- 
partment stores who wish to add a side line. 
Meny territories still open. State connections. 
Give references and full particulars. Address 
Box D-179, care of Harpware AGE, 239 W. 39th 
.. B.. FT. Cay 





QUALIFIED SALESMAN TO SELL OLD 
established line Builders’ Hardware, Padlocks and 
Night Latches—Wholesale and Retail Hardware 
trade—Exclusive territories—commission basis. 
Give full particulars, lines handled, territory cov- 
ered, experience, etc. Address Box D-168, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





NATICNALLY KNOWN MANUFAC. 
TURER, ESTABLISHED IN _ 1865, desires 
salesmen, now calling on retail hardware trade, 
to take on additional line on commission basis. 
Exclusive territory offered; several good terri- 
tories open. Salesman must be covering territory 
applied for regularly. Address Box D-101, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 











MR. MANUFACTURER—DO YOU WANT 
more business? Factory representatives with old 
established trade wish one or two additional 
volume lines. Wholesale Hardware, Factory, 
Janitor & Painters’ Supply and Syndicate Buyers. 
Cover Chicago and adjacent territory. Address 
Box D-190, care of Harpware AGe, 239 W. 39th 
St... BH. ¥.: City, 





REPRESENTATIVE NOW SELLING TO 
HARDWARE jobbers and retailers and depart- 
ment stores in southeastern Pennsylvania and 
Delawere, seeks quality line to add to items now 
sold. Contact with retailers once every six weeks 
to maintain sales quotas. Address Apt. F, 4533 
Leiner St., Philadelphia, Pa. 
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WANTED—NEW LINES TO SELL to the ELECTRIC & GASOLINE LAWN MOWERS. 
Hardware, Chain and Department stores in New | Retails $37.50, weighs 45 Ibs., 14 in. cut, elec- FOR SALE: WELL ESTABLISHED HARD. 

















York, New Jersey. Will carry own accounts and | tric. Our gasoline 20 in. cut, weighs 92 Ibs., | WARE, Paint and Seed business, located in 

a have facilities for carrying stock. Send circulars. | retails $90.00. Write for other sizes and prices. | New Jersey within twenty-five miles of New York 
; Address Box D-180, care of Harpware Ace, 239 | The Iverson rotary mower invention, the result | City, to close an estate. Excellent location and 
W. 39th St., N. Y. City. of 10 years’ experience is an efficient light, low- | parking facilities. Any reasonable offer will be 

priced mower. No old fashioned reels, cuts at | considered. For particulars address Box D-186, 

) desired height, tall grass too, right up_to walls, | care of Harpware AcE, 239 W. 39th St., N. Y. 


walks, trees, etc. Agents wanted. Good com- | City. 
missions. Address—Manhart & Buckley, Suite 
508 Brandeis Theatre Bldg., Omaha, Nebraska. 











ACCOUNTANT & AUDITOR, SPECIALIZ- 
ING IN ACCOUNTING and tax service, for MERCHANDISE WANTED—I BUY FOR 
hardware, plumbing, electrical, heating, tinsmith WANTED TO BUY—HARDWARE STORE, | cash small or large lots of manufacturers’ close 
and roofing lines. Books opened, balanced. sys- | preferably in an industrial section, in the East outs, jobbers’ surpluses and any discontinued 
tems installed, taxes, financial and operating | or Southeast. Give complete details in first letter. items in the hardware and harness line. Write 
statements, and bookkeeping service. Moderate | Replies will be treated confidentially. Address | me what you have to offer. Address Harry J. 
rates. Address Irving I. Munz, 1166 Gerard | Box D-191, care of Harpwsre AGE, 239 W. 39th | Epstein, 815 Central St., Kansas City, Mo. 
Ave., New York City. Tel. Jerome 6-2454. S.. NM. ¥.. Cay. 



































OPPORTUNITY 
SPEAKS FROM EVERY CORNER 


Hardware companies who seek good Sales Repre- 
sentatives, desirable Accounts and the right kind of 


S| tee | 





mae Help invariably use the Classified Opportunities Sec- 
ARE tion of Hardware Age. 

Bx Hardware men who seek good Positions also em- 
_ ploy the same Hardware Paper. This is because in the 
sell 

ine : CLASSIFIED 


7 OPPORTUNITIES SECTION 
a of HARDWARE AGE 


ity. Opportunity speaks from every corner. Every issue 
_ of this widely read Hardware Trade Paper carries 
ire the advertisements of those who are looking for help 
sie as well as those who are seeking positions. It is the. 
ory “Meeting House” of the Hardware Trade. It secures 


quick, tangible results for its advertisers. 
Send your copy with remittance to 


BY HARDWARE AGE 


as Classified Opportunities Dept. 
239 West 39th Street, New York City 
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Abrasive Products, 
Acme Steel Co. 
Aladdin Industries, 
Albion Mfg. Co. 
Allen & Co., 8. L. 
Alliance Mfg. Co. ....-..0+05- 
Aluminum Goods Mfg. Co. 
— Chain & Cable Co., 
ne. 
American Chain Div. ......... 
American Fork & Hoe Co., The 
American Hardware Corp., The. 
American Mfg. Co. 
American Safety Razor Co. 
American Safety Razor Co., 
Gem-lectrie Div. 
American Screw Co. 
American Sponge & Chamols Co., 
DERe 660568648 ce ceresseuscdue 
American Steel & Wire Co. 
American Thermos Bottle Co. 
American Wire Fabrics Corp. 
Ames Baldwin Wyoming Co. 
Animal Trap Co. of America 
AeenGe WEE. CO. coccccccccecs 
Archer-Daniels-Midland Co. 
Armstrong Bray & Co. 
Armstrong Bros. Tool Co. 
Atkins & Co., E. ©. 
Automatic Products Co. 
Avery Adhesives 


Ballonoff Metal Products (Co. 
Bassick Co., The 
Bayer-Semesan Co. 
Behr-Manning Corp. 
Bemis & Call Co. 
Benjamin Franklin Hotel 
Bethlehem Steel Company...... 
Bissell Carnet Sweeper Co. 
Blaisdell Pencil Co. 
Bommer Spring Hinge Co. 
Bond Electric Corp. 
Boston Varnish Co. 
— Woven Hose & 


Rubber 
Briees & Stratton 
Brown Corp., ° 
Bruner- Ivory Handle Co. 
POD GM so cccscccccesuss 
Buckeye Aluminum (o., The 
Budd Mfg. Co., Edward G. 
Burden Iron . 


Calbar Paint & Varnish Co. 
Carborundum Co., The 
Carey Co.. The Philip ........ 
Oarnegie-Tilinois Steel Corp. . 
Carrol'ton Metal Products Co... . 
Central Commercial Co. ...... 
Champion Hardware Co.. The .. 
Cheney Hammer Corp., Henry en 


Chicago Tark Co. ......ccccece 
Chicago Spring Hinge (Co. ..... 
Chieaco Wheel & Mfg. Co....... 
CGY SED ccrdcicccgrccee 
Clayton & Lambert Mfg. Co. ... 
Clemeon Bros., Inc. .......... 
Cleveland Rrass ws OR ceese 


Cleveland Chain & Mfg. 
Cleveland Wire Spring Co., 
 “ eee 
Coburn Trolley Track Co. ...... 
Coleman Lamn & Stove Co. 

WEY She WEP anes ncedccaces 
Conen Engineering Works ...... 
Connectient Valley Mfg. Oo. 

Continental — —_ 
See OW WO Ms Cc cescccscs 
Corhin Cabinet ne Co. 
oo. Oe 8 errr 
OCorhin Screw Corp., The 
Crescent Tool Co 
Cross & (o., Inc. “——. A A 

Cycle Trades of America, Inc. 
Oyclone Fence 


Daisy Mfg. Co. 
Damascus Steel Products Corp... 
Dazey Churn & Mfg. Co. 
De Laval Separator Co., The ... 
Dempster Mill Mfg. Co......... 
Woemeete Gi, TD ccc caccccess 
Dennis & Co., W. J. 
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Diamond Calk Horseshoe Co. 
Dietz . E. 
Duisston & Sons, 
Domes of Silence 
Draper-Maynard Co. 
du Pont de Nemours & Co., Inc., 
E. I., Fabrics and Finishes 
Dept., Chemical Specialties .. 
du — de Nemours & Co., Inc., 
I., Rayon Dept., Cellophane 
a Cellulose Sponge 
Durable Mat ‘ 


ay Henry.. 


Inc., 


Eagle Lock Co. 
Fagle Mfg. Co. 
Eagle Rule Mfg. Co. 
Edlund Co. 
Edmont Mfg. Co. 
Elastic Tip Co. 
Electric Fence Co., 
Empire Level Mfg. 
Enterprise Mfg. ~ 
Everedy Co., 


“eee 
of Phila. 


Farm Journal 
Florence Stove Co 
Fox — Gun Div. Savage Arms 


Cor 
Frick- etinses Mfg. Co. 





Gardex, Inc. 
Gardiner Metal Co. 
Gem-lectrie Division, 

Safety Razor Corp. 
General Electric Co, 

Mdse. Dept., 

Conn. 
General Electric Co., Clocks.... 
General Electric Co., Lamp Div. 
Gilbert & Bennett Mfg. Co. .... 
Glass Coffee Brewer Corp. 
Goldsmith Sons, Inc., The P. 
Goodyear Tire & Rubber Co. 
Graham Mfg. 

Gray & Dudley 9 
Greenfield Tap & Die Corp. 
Greenlee Tool Co. 

triffin Mfg. Co. 


“ipiitanes 
Bridgeport, 


Hamilton Beach Co.* 
Hamlin Metal Products Co. 
Hanson Scale Co. 

Hawkins ©o., The .........++. 
Hazard Insulated “wire Works. . 
Heller & Co., W. 
Heller Bros. \. 
Hindley Mfg. Co. 
Hoppe, Inc., Frank A. 
Horton Manufacturing Co. 
Hotel Benjamin Franklin 
Hotel Claridge 
Hoyt & Worthen Tanning Corp. 
Huenfeld Co. 






Independent Lock Co. 
Indestro Mfg. Corp 

Indiana Steel & Wire Co. 
Ingersoll Steel & Disc Div. Borg- 


Warner Corp. ..cccccccceces 
International Harvester Com 
OO, THB. 0.65 <c5sb.cdsccesse 
The International Nickel Co., Inc. 
Irwin Auger Bit Co., The...... 


ad 


Jennings Mfg. Co., The Russell. 
Jones & Laughlin Steel Corp. . 


K 


Kelly Axe & Tool Works 
American Fork & Hoe Co. 


of 


ee rescsccececs 37, 38-39, 
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Keuffel & Esser Co. 
Keystone Steel & Wire Co. 
Klein & Sons, M 


Lamson & Sessions Co. 
Landers, Frary & Clark 
Libbey, Owens, Ford Glass Co... 
~~ Schlueter Floor Machine 
Little Giant Mfg. Co. 

Lockwood Hdwe. —_ Co. 
Lowe Bros.  eecccccessccce 
Lufkin Rule Co., ‘The 





M 


McCormick Sales Co., The 

ee 
McKinney Mfg. Co 
Marble Arms & 
Master Lock Co. ...-ccccccees — 
Master Rule Co. 
Mayhew Steel Products, 
Merchandise Mart, The 
Metal Sponge Sales Corp., 
Miami Cabinet Division of 

The Philip Carey Co 
Mid-States Steel & Wire Co.... — 


(lron 
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Milcor Steel Co. ......eeeeeee 97 
Miller, Inc., Robert E. ....... 98 
Millers Palle Co. ......ccscecee 71 
Minnesota Mining & Mfg. Co.. 57 
Moore Push Pin Co. ........-- 98 
Morse Twist Drill & Machine Co. — 
Murray-Ohio Mfg. Co., The . _ 
Myers & Bro. Co., The ¥. wis 61 
N 
errr ee _ 
National Lead Co. ............ _— 
Penn TERE. GO. cc cccccessce 88 
Natioral Pressure Cooker Co.. _ 
New Haven Clock Co. ........ me 
Nicholson File Co. ..........- 68-69 
Norcross & Sons, C. S. ....... — 
Northwestern Steel & Wire Co.. 13 
Norton Abrasives ....... 00.0; 72 
Norwalk Lock Co., Div. Segal 
Tock & Hd. Co., Imc. ...... _ 
0 
CD GR: no adda siecdowcddcs — 
Oliver Iron & Steel Corp. ..... _ 
Osborn Mfg. Co., The ........ _ 
Pe 
‘ 
Bee Oe. TO i ccnccscccacces _ 
Passonno-Hutcheon Co., The _ 
Patent Novelty Co. ..........% 85 
Peck, Stow & Wilcox Co....... 93 
Perfection Stove Co. .......... _ 
Peters Cartridge Div. Remington 
mmo Oo., EMG. cccccccccees _ 
Pittsburch Plate Glass Co. 
(Pennvernon Div.) ........- _ 
Pittsburgh Plate Glass Co. 
(Store Fronts) ..........+-. — 
Pittsburgh Steel Co. .......... 75 
Plumb, Inc., Fayette R. 49 
Plymouth Cordage Co. ..... _ 
Precision Engineering Co. 77 
Porcelain Products, Inc. 98 
Progressive Mfg. Co., The ..... — 
Puritan Cordage Mills ......... _ 
Q 
Quinn Wire & Iron Works _ 
R 
Raybestos-Manhattan, Inc. (Ray- 
|S. A eee _ 
DOE FOR GR.  ccccncstccscece 6 
Reading Hardware Corp. ...... _— 
Remington Arms Co., Inc. ..... — 
Republic Steel Corporation 
(Upson Nut Div.) .........- _ 


Republic Steel Guanes (Wire 
Division) 
Reynows Wire Co......+6+-++5 
Richards-Wilcox Mfg. Co. 
Rich Ladder & Mfg. Co., 
Robertson, Arthur R. 
Rochester Sash Balance Co., Inc 
Kovers tsinglass & Glue Co..... 
Ruby Chemical Co. eee 
Russell & Erwin Mfg. Co......- 
Ryerson & Son, Inc., Jos. T..-- 


Ss 


Samson Cordage Works ......- 
Sand’s Level & Tool Co. .....- 
Sandvik Saw & Tool Corp. .... 
Sargent & Oo. eccsece 
Schaefer Brush Mfg. Co. oe 
Schalk Chemical Co. 
Schatz Mfg. * 
Schlueter Mfg. Co. .....-- 
Segal Lock & beienias Co., ‘Tae. 
Sentinel Radio Corp. 
Shapleigh Hardware Co. . 
Sheffield Bronze Powder & Sten- 
cil Co., Ime. ....-+- ° 
Shelby Cycle Co., The ... 
Sherman Mfg. B. 
Signal Electric Mfg. Co. 
Simplex Mfg. Co. .....- 
Smith, Inc., Landon P. . 
Smith & Son, Inc., Seymou “« 
Soss Mfg. ke « 
Speedway Mfz. Co. osegaenees 
Standard Electric Mfg. Corp. ... 
Stanley Rule & Level Plant .... 
Stanley Works, The 
Star Heel Plate Co. 
Stearns & Co., E. 
Stensgaard & Asso., 
Sun-Glo Lamp Works, 
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Ime. ... 
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Taylor Instrument Cos. 
Tip-Top Products Co. 
Townsend, w. 
Triplewear 
Triplex Screw Co., The eoes 
Tucker Duck & Rubber Co. 
Turner, Day & Woolworth Han- 
dle Co. 





1111s 


Union Fork & Hoe QOo., The. _ 
Union Hardware Co. .......++- 
United States Electric Mfg. Corp. 
United States Rubber Products, 
BRO. cccccccccccsscsseccetse 
Uv. s. Steel Corp. 
United Stove Co. 
Universal Equipment Co. 


v 


Vaughan & Bushnell Mfg. Co... 
Vaughan Novelty Mfg. Co., Inc. 
Vichek Tool Co., The..... oes 
Vonnegut Hardware Oo. 





w 


Wabash Appliance Corp. 
Wall Rope Works, Inc. 
Ward Mfg. Co. 
Warren Telechron Co. 
Warren Tool Corp. 
Warwood Tool Co. 
Washburn Co., The..........-. 
Westfield Mfg. Co., 
Wickwire Brothers 
Wickwire Spencer Steel Co. .. 
Winchester Repeating Arms 
Oo. 


Woodruff & Sons, F. 
Wood Shovel & a Co. 
Wooster Brush Co 
Wright Steel & Wire Co.  & ¥ 


Y 





Yale & Towne Mfg. ©o., The.. 3 
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You and your customers 


both come out ahead 


with MIZLZCOR,; Furnace 
Wall Stack and Fittings 


MILCOR, prompt service and depend- 
able products help make every job profitable 


You come out ahead on the jobs you do with Milcor Furnace 
Wall Stack and Fittings: jobs are smoother, faster, more 
profitable. With Milcor precision manufacture you don’t run 
into “snags.” Exclusive Milcor construction features cut 
assembly time ... The “LockJoint” feature in single tin 
makes tools unnecessary. Assembled quickly by 
hand. In double tin stack, the “Titelock” fits sections 
together rigidly, makes a smooth, easy job... 
Milcor gives you a job you're proud of — that 
leads to more jobs. 


Five big Milcor plants ship your order without delay. Profit 
by the experience of money-making shops everywhere— 
concentrate on Milcor Wall Stack and Fittings. Check 

your Milcor Price List and new 1938 catalog. If you 
haven't a copy, write today. H-1A 




































MitcoR. 
“ITEIOSES 


Furnace Wall 
Stack and Fittings 
The leading double tin pipe. 
Smooth, strong construction 
with no rough edges makes 
it easy to handle. No solder 
needed. 8 lengths—2” to48”. 
Reduces fire hazard, 



























Adjustable 








118 EST OLO} NESS: (OF- i O) me) eB Ee) 
Ka as City, M« La Crosse, Wis 


Sections 
one. MI xcok uv STE EL Compan} 


[OCK JOINT 


(Patent No. 2,038,389) 


Single Tin Wall Stack 


Sectional view 
“Titelock” construc- 
tion. “Titelock” is 
14%" deep. Shoulder 
guides sections to- 
gether. Long runs hie, sembled by sing tongue 
erected without ex- : : gq sé ind turning 
tra bracing. ee, ‘ onds bad pee 
: m yy pie bea into 
ps ; ° ! eded 




























Complete 
Line of Accessories 


Warm Air Units 
of the complete 


MILCORS 
Heating Line 





H & C Sidewall fi ay = ‘ae ee 
Register os ee ee “Wee ‘ Universal Boot pari 
Heavy, corrugated —— HES First Floor 
oo P — H&C Senhount Register a Baseboard Head 
quiet operation. Attractive removable face. a 


— Complete Line of Accessories 
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PORCELETS 


All-Porcelain Outlets 
There is a PORCELET outlet box and 


cover plate for every outlet purpose. 
This new line of all-porcelain outlets offers an exceptional 
sales opportunity for every electrical dealer. 
No ground wires are required on the new outlets or on the 
wiring system when used with a non-metallic installation. 
Write the manufacturer for your copy of catalog No. 15 
which shows the complete line. 


PORCELAIN PRODUCTS, INC. 


DEPT. 9? FINDLAY, OHIO 








NO. 8318!/2 DEEP 














SVERYWHERE 





Gardiner Acid-Core Soiders are made to make good ... 

no matter how tough the job. Their reputation for de- 
pendability and economy wins trade. Their uniform performance 
holds it. Farmers, mechanics, garages, etc., are 1,5 and 20-Ib. spool 
buyers. The big, profitable home market shows a marked preference 
for the famous Gardiner Repair-All Household package . . . priced 


to meet chain store competition with a full mark-up. Order Gardiner 
Solder by name from your iobber 


; 2- 
lardiner = 
METAL CO.g) 


4821 S. Campbell Ave., Chicago, fil. 


EDLUND EGG = 
A ombine 


QUALITY and PROFIT 


Few indeed are the 
Hardware dealers who 
overlook quality and 
profit in the items they 
sell. And that’s exactly 
what you get in the fa- 
mous line of Edlund Egg 
Beaters. There’s one for 
every purse and pur- 



















A Complete Line 














" d th BEAT 

By moves Svest reine As 
25¢ to $1.00 your jobber. 

EDLUND CoO. BURLINGTON, VT. 

















EAST JAFFREY, N.H. 





Saturdey 
Evening Post 


* 
Better Homes 
& Gardens 


a 
TIME 
. 
Woman's 
Home 
COMPANION 





Concen- 
trate on the Bos- 
ton line. A complete, 
well-balanced combina- 

tion of seven standard 
nationally known brands. 
Meeting every need at every / 
price. Each brand a leader. 


The BOSTON Line } 
of GARDEN 4) 
HOSE 








Genui"® NOMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


40c SET-10c¢ SE 


SAVE FURNITURE 


j. & FLOORS-CREATE QUIET 
cE » Name Domes of Silence 
on each genuine Glide 


Domes of Silence 

Rubber Cushion Glides 
For Tile. Marble 
Sizes for 


Cement and Bathr 


Noiseless, metal t 
charms and all furniture 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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IDOUBLE 


7 me a ee a 
The FREE (2 in 1) ¥ 
DOUBLE BARREL 
DISPLAY holds both 
Sponges and Cham- 
ois. Popular low 
priced Assortment of 
22 Sponges and 5 
Chamois. Cost $9.33. 
Retail $15.00. 


for a 
BIG 
AUTUMN 
““CLEAN-UP“4 





Summer dust... then fall 
house cleaning. Will you 
clean-up on the profits? 


AMERICAN SPONGE§ 
& CHAMOIS CO., INC.§ 


NEW YORK SAN FRANCISCO 
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GOLD LABEL SPECIALS 


No. 125271 os @8 OP Sie od 9 54 OO) ONO) 5 


+ in partition carton. Shipping weight, 18 Ib 


No. 12X5036—3-PC. WINDSOR PAN SET (5s~-1-2-qt No. 12X%5902—2-QT. 5-IN-1 COMBINATION COOKER 
4 sets in carton. Shipping weight, 18 Ibs Packed 4 in carton. Shipping weight, 18 Ibs. 


All Items SPECIAL TO DEALER, *8.10 per DOZ. 


Prices slightly higher, South and West 
SELLING HELPS include gold foil price and merchandising labels on all 
utensils, strikingly colorful window banner and ad mats for newspaper use. 


BUY FROM YOUR JOBBER 


J 
a 7 9 ‘4 
A KALA Ly AVI 4) AVY 
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‘DiaMOND EDGE 1S "fl QUALITY PLEDGE 


REGISTERED 7 OFF. 


Shapleigh National Series No. 2193 HARDWARE 
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